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A “Close-Up’ 


of our No. 88 Adjustable 


Storm-Proof Door Hanger 


Take a good look at the construction of this National Hanger shown in 
the illustration below. Notice its rugged, compact appearance. See how 
closely the door comes to the rail and how well all working parts are 
protected by the ample hood. 


The tandem wheels run smoothly and easily upon their anti-friction-steel 
roller bearings. All metal parts are sherardized (rust-proofed). The 
flexible feature allows the door to swing free when anything bumps against 
it. 

No. 88 Adjustable Storm-Proof Door Hanger is as nearly perfect as any 
can be. Considering its quality, its price is exceptionally reasonable. 
This is explained by our direct method of distribution, which entirely 
eliminates the third-party-profit. The next time the National salesman 
calls on yuu, ask him to show you this excellent National Hanger. 


NATIONAL MANUFACTURING COMPANY 
Sterling Illinois 








HOLE TO ADJUST HANGER 
AND OIL BEARINGS 














(uit 
(Ant 


| 






ill 


— 





Volume 112 





New York, November 22, 1923 





tty 
My 





Ten Years Ago 


of Harpwarke AcE published ten years ago, with some of the news 


Caner some of the following extracts taken from two issues 


items, market quotations and comments in the present issue, if 
you are interested in refreshing your memory or in finding encour- 
agement in the changes that time and growth have made during one 


ARDWARE jobbers and retailers in Cleve- 
land, Ohio, experienced a famine in snow 
shovels as a result of a blizzard which swept over 
the central west last week. The heavy snow fall in 
Cleveland lasted for two days, and during that time 
over 20 inches of snow fell, breaking all records. 
The flood of orders that began to pour in on the 
jobbers soon practically exhausted the stocks in 


wholesalers’ hands. 
Hardware Age, 
November 20, 1913. 


HERE is a growing movement all over the 
country to make it easier for the farmer to 
borrow money, to bring up the fertility of his land. 


Hardware Age, 
November 20, 1913. 


HE Hardware Club of Chicago is no longer a 

possibility but a reality. An entire floor of 
the Fairbanks Building at the northeast corner of 
Wabash Avenue and Randolph Street has been 
leased, which will give the organization 10,000 ft. 
of floor space. The membership committee will 
be glad to receive applications from any who are 


eligible to membership. 
Hardware Age, 
November 20, 1913. 


HE foreign trade of Russia over the European, 

Black Sea and Caucasian frontiers, and with 
Finland, increased from a total value of $561,057,- 
480 in the first six months of 1912 to $580,891,160 
in the corresponding period of 1913. 


Hardware Age, 
November 20, 1913. 


INSEED oil, raw, city brands, is 48c. per gal. 
in lots of 5 or more bbls.; less than 5 bbls. 49c. 
_—New York market report. 


Hardware Age, 
November 20, 1913. 


E quote wire nails as follows: In carload 
lots to jobbers, $1.60 base; in carload lots 
to retailers, $1.65 base, f.o.b. Pittsburgh, freight 
added to point of delivery. Jobbers charge the 


of the most important decades of history. 


usual advances over these prices for small lots 
from store.—Pittsburgh market report. 


Hardware Age, 
November 20, 1913. 


HE jobbing trade is today unanimous in the 
statement that they have lost money on the 
parcel post business they have obtained, for they 
have tried to sell to the dealer in retail quantities 


at wholesale cost. 
Hardware Age, 


November 27, 1913. 


IGHEST grade Manila rope quoted at 14c., 
second grade 13c. and third quality at 10%4c. 
for 54 in. diameter and larger—New York market 


report. 
Hardware Age, 
November 27, 1913. 


AUNDERS NORVELL has postponed his de- 

parture from Europe, where he has been so- 
journing for a number of months. He will sail 
December 31 on the steamship Abraham Lincoln, 
arriving in New York about January 9. 


Hardware Age, 
November 27, 1913. 


HE Biddle Hardware Co. and the Supplee 

Hardware Co., Philadelphia, have been con- 
solidated. The new firm will be the Supplee-Biddle 
Hardware Co. 


Hardware Age, 
November 27, 1913. 


HE Hardware Club of Cincinnati, Ohio, held 
its annual meeting at Wiederman’s Winter 
Garden, November 19. A beefsteak fry and pitched 
potatoes had been provided by the entertainment 
committee, consisting of J. J. Isham and E. J. 


Decker. 
Hardware Age, 


November 27, 1913. 
. WISS & SONS CO., Newark, N. J., manufac- 
turer of shears, recently completed plans for a 


four-story, 50 x 76 ft., brick addition. 


Hardware Age, 
November 27, 1913. 
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“Colorado at that time was running wide open” 


rd Rlanoernne 


By Saunders Norvell 


Chapter I V (Continued)—Colorado 


OLORADO at that time was running wide open. 
+ Saloons were everywhere and in the mining 

camps gambling houses flourished in every 
block, on the first floor with wide open front doors. 
In Denver in those days the only restriction on gam- 
bling was that it had to be up one flight of stairs! 
Almost everybody took a drink and nearly everybody 
did mere or less gambling. Strangers from the East, 
new salesmen, etc., usually played roulette. This 
was commonly known as the “sucker’s game.” After 
a while when you became somewhat hardened, you 
played nothing but faro. All the veterans played 
faro. 

I well remember that I had a friend “George” who 
traveled for a competing hardware house in St. Louis 
who never touched a drop of liquor and had no other 
vices, except that he was a roulette fiend. He lost all 
of his money on roulette. He was almost always 
broke. One night when I was working he dropped 
jnto my office and said—‘“Let’s go around and play 
a little roulette.” I went with him to one of the up- 
stairs clubs. He proceeded to buy $10 worth of low- 
priced chips and became absorbed in his little white 
chip bets. In roulette the percentage is strongly 


‘ 


against the player and naturally the longer he plays, 
the more this banker’s percentage works against him. 
I stood back of my friend watching the game until he 
was cleaned out. Then he turned to me and asked 
if I had any spare cash in my clothes. I remarked 
that I had but I proposed to gamble my own money. 
Now it happened that night I had a $50 bill in my 
pocket. I crumpled it up into a ball and having ob- 
served that the black had come four times in succes- 
sion, I tossed this ball of money on the red. It came 
red. The dealer started to pass me chips. “No, 
thank you,” I said. “I will take cash.” Then I 
said to George—“We have had enough. Let’s go.” 
Outside I divided with him. 

Now to show what memories people have for our 
shortcomings, even when they forget all the good 
things about us, I wish to tell the story that years 
afterward I was standing in the grandstand at a 
great horse race. One of our party said—‘Haven’t 
you any money up on this race?” “No,” I replied. 
“I am not betting.” Then a friend present remarked 
—‘‘No; he never bets.” But lo and behold! George, 
who happened to be in the crowd, said—“No; he 
never bets, but I have seen him bet $50 on the red 
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at roulette.” He did not tell them that this was the 
only time I ever did such a foolish thing in my entire 
life, so my reputation as a plunger was established! 


35 to 1 in Leadville 


Once in Leadville I went out with a number of rail- 

road men to see the sights. They also were playing 
roulette. I looked on until they urged me to try my 
luck. This time I placed a $5 gold piece on the num- 
ber 25. You can imagine my surprise when the 
dealer called out—‘“25 on the red!” As the odds were 
35 to 1, I picked up $175 on this one bet but I did 
not have much of it left when our evening of sight- 
seeing was over. However, from that day to this I 
have always considered 25 my lucky number. I do 
not know whether it is simply because I watch that 
date, but many unusual things have happened to me 
on the 25th of the month. Whenever that day rolls 
around I always expect something to happen. I be- 
lieve that most men are more or less superstitious 
and this is one of my pet superstitions. 
’ In after years I found myself one bright night at 
Monte Carlo. Said I to myself—“I will try my luck 
and if things come my way, maybe I can break the 
bank.” So I sauntered into one of the brilliantly 
lighted gambling salons and purchased $50 worth 
of silver 5-franc pieces, at that time worth $1 each. 
Now, dear reader, I must tell the painful, but true 
story that I bet 200 of these 5-franc pieces in suc- 
cession on 25 on the red and it never came once! My 
only consolation was in the fact that my lucky 25 
was not working that night. I spent some time at 
Monte Carlo but I was so discouraged by this ex- 
periénce that I never tried my luck again. 

Once I went to Vichy. I had to wait here for some 
friends motoring up from Spain. One evening I 
went to the Casino, taking a seat at “Rouge et 
Noir,” I began to kill time playing with a few small 
silver pieces. Suddenly to my surprise all the people 
at our table and in the room gazed straight at me. 
I was never so embarrassed in my life. I wondered 
what I had done. I was just thinking of getting up 
from my seat and beating a hasty retreat when my 
cheek was brushed by a white sleeve and I saw a 
black hand with carefully manicured finger nails place 
a gold piece equal in value to $20 on a number. I 
looked at the hand, turned around and followed the 
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“25 on the red” 
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sleeve and behind me, standing dressed all in white, 
but wearing a green turban, was His Majesty the 
Sultan of Morocco. I then realized that the crowd 
was not worrying about me. His. Majesty played 
with $20 gold pieces for a few minutes and then took 
his departure with his suite. So it seems that human 
nature is about the same from the gambling tables 
of the old days in Colorado to the gambling of colored 
sultans in the hills of Southern France. It is all 










“anchoring Rosin- 
ante with the hitch- 
ing weight’ 








about the same thing except in the one case we may 
gamble in the flannel shirt while in the other we wear 
a white tie and a white vest with our dress suit. 
My instructions before going to Colorado were first 
to call on all of our old customers in the various 
towns assigned to me and after making this first trip 
and getting acquainted with our regular trade, to 
look out for new accounts. So after visiting all of 
our customers in Denver, I started on my trip to 
Colorado Springs, Pueblo, Leadville, Aspen, Durango, 
Silverton, Mancos, etc. I made this first trip in the 
dead of winter and I was away from Denver six 
weeks. 
Too Much Territory for One Man 


Upon my return I wrote Mr. Simmons that I had 
entirely too much territory for one man to cover. I 
wrote him I never saw such easy selling in my entire 
experience, (which was not much at that time!). I 
wrote him the surprising information that there were 
not enough traveling salesmen in Colorado to properly 
take care of the trade and that only a few houses 
actually worked the Colorado business. This of course 
was a most surprising condition. In Kansas where 
orders were given in a fraction of a dozen, there was 
exceedingly keen competition not only from the large 
national jobbers but also from all of the Missouri 
River local jobbing houses. However, out here in 
Colorado with this tremendous business under way 
there were actually only five or six hardware salesmen 
working the entire State. These men were with the 
Simmons Hardware Company and Hibbard, Spencer, 
Bartlett & Company of Chicago. At that time the 
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Missouri River houses had not discovered Colorado 
and its possibilities. They have since! 

While I had been away from Denver our customers 
had either bought goods by mail or had given busi- 
ness to our competitors. As a result of this letter, 
all of the Southern part of Colorado, consisting of 
Durango, Silverton, Pueblo, etc., was cut off my ter- 
ritory and it was assigned to Harry Hall. Mr. Hen- 
drickson was also later employed to work some of 
the smaller towns that were not covered by Harry 
Hall and myself. As the Simmons Hardware Company 
had a very large business in Salt Lake City and Ogden 
and as I by this time had shown my ability to handle 
large accounts, mainly by reason of the systematic 
manner in which I kept track of these accounts with 











. McGinnity fixed me with his keen gray eyes” 


my price books, etc., I was given, in addition to my 
Colorado towns, Salt Lake City and Ogden. In the 
beginning of this article about Colorado I am out- 
lining these changes in advance so the reader will 
have a clearer understanding of the various events 
that I will outline in the order in which they hap- 
pened. 

A year or two after my arrival in Colorado, we had 
doubled our force of salesmen in the State and I 
had been given an assistant salesman to help me with 
my work. The volume of our sales had increased 
fully five times and profits in those days, I will say 
incidentally, were quite satisfactory—quite! Having 
a profit-sharing arrangement, as stated before, at the 
end of the year when I settled up with the house there 
was a sum of money passed to my credit that to me 
appeared surprisingly large, but I never touched this 
money. It was all paid on what I owed for stock of 
the Simmons Hardware Company that I bought from 
E. C. Simmons and I. W. Morton. 

At this time I was about twenty-five years of age, 
and I was earning about $10,000 per annum. Never- 
theless, my salary was comparatively small and as 
I was living on my salary, we were hard up all the 
time. I never had any money on which to plunge. 
The entire time I was in Colorado I never bought a 
single share of mining stock nor became interested in 
a mining claim nor did I speculate in any other way. 
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While I have referred to one or two instances where 
I gambled, as a matter of fact I was too busy to waste 
any time gambling. I was playing a surer game, it 
seemed to me, than roulette or faro, and a game that 
interested me a whole lot more. 


Selling via Horse and Buggy 


I soon found that I lost time and became tired out 
carrying my forty-pound hardware catalog around 
to the various stores in Denver. Besides that, I could 
not always get customers to come to eur sample room 
when I wished to show them samples of new goods, 
so after carefully weighing the matter I invested in 
a horse and a buggy with space back of the seat large 
enough to carry a sample case. I procured a hitching 
weight and after that I made my visits to the trade 
in this contrivance, anchoring my Rosinante out in 
front of the various stores with the hitching weight. 

Through connections in St. Louis we met some very 
nice people in Denver. In fact, some of our friends 
were quite aristocratic and resided on exclusive 
Capitol Hill. I remember on one occasion I met one 
of these aristocratic friends when I was just anchor- 
ing Rosinante. My sample case in the back of my 
little wagon was in full view. I could see that my 
friend was quite shocked. Afterward he_ twitted 
me about carrying samples around to the trade in this 
very plebeian manner. As he did this at a dinner 
party, I was just a little miffed at the laughter so 
I came back at him this way—‘‘Now, Jim, you work 
in a bank and you are very dignified all day long. I 
drive Rosinante around and have become an expert 
with the hitching weight. Jim, if you will tell the 
amount of money you earned last year, I will tell the 
amount that I have earned, and we will decide which 
one is putting in his time to the best advantage.” As 
a matter of fact, my aristocratic friend was drawing 
a salary of $3,000 per annum. My earnings were 
more than three times his and we were both about 
the same age. He worked under a boss while in my 
work I was practically as independent as air. Under 
the circumstances I felt that I could afford at- least 
for a few years to practise with the hitching weight! 


I Land a Big One 


The McPhee & McGinnity Company was at that 
time and still is a very large wholesale dealer in 
lumber in Denver. Mr. McGinnity was the buyer 
for the house. One day I received word from him 
that he wished me to call. I will never forget this 
visit. I was ushered into a large private office and 
he had his flat-topped desk right in the middle of the 
office. Besides this desk there was a single chair. 
He motioned me to sit in this chair and then he fixed 
me with his keen gray eyes. I admit I was frightened 
stiff. He sat there and looked at me and did not say 
a word. Neither did I. All the salesmanship in my 
composition was congealed. Then Mr. McGinnity said 
to me—‘“I understand that you sell a great deal of 
hardware. We have decided to put in a stock of 
builders’ hardware. We do not know what we need 
nor do we know anything about the prices.” Then 
he paused and looked at me and I shriveled under his 
penetrating gaze. “Now,” said he, “if we decide to 
give you this order and leave the assortment to you, 
will you make us the lowest possible prices?” I ‘lowed 
I would. So I got out my catalog and we turned 
through its pages in the builders’ hardware section. 
I told him the goods I was selling in the greatest 
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(Continued on page 58) 
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Reaching a 


Four Figure 
Mark in 


Electrical 


Supplies 


Co., Cleveland, Ohio, made 

$1,000 from electrical appliances 
and sundries during the year 1922 
without paying particular attention 
to the line or featuring it to any 
great extent. 

This fact made Mr. Andrews 
realize the possibilities of an elec- 
trical department, and since the early 
part of this year he has been giving 
it more attention. 

The show case shown in connec- 
tion with this story is devoted almost 
exclusively to flashlights, hot plates, 


"Tee. Andrews Paint & Hardware 
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This electrical show case near the front door is a fine sales producer for the Andrews 


Paint &€ Hardware 


irons, extra wire, bells, buzzers, two- 
way plugs, flashlight batteries, 
sockets, outlets, curling irons, coffee 
percolators and to incidental ac- 
cessories which are necessary to most 
installations. 

On top of the counter are placed 
six bulbs in white sockets. The 
sockets of white porcelain offer a 
strong contrast to the pad of green 
felt underneath, which in addition 
prevents scratching of the glass show 
case. 

Since this show case display has 


been placed near the front Mr. 


Best Qu 
Oh t Pato 5, 
ERAM 
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Window displays are bound to help electrical sales is the theory of the Stoneman 


Co. 


This one proved it. 


Co., Cleveland, .Ohto 

Andrews finds that he has several 
additional inquiries a day and that 
sales are much improved. A few 
window displays and some circulars 
which he has distributed about the 
neighborhood have also aided sales 
in this department. 


Knocks Out Competition 


It is interesting to note that a 
store located five doors away and 
devoted exclusively to the sale of 
electrical merchandise went out cf 
business in seven months, yet Mr. 
Andrews’ electrical business has 
shown a consistent increase each 
month. 


Displays Bring Business 


The Stoneman Co., also located in 
Cleveland near the downtown section, 
does a big general hardware busi 
ness. This company has also found 
a good market for electrical goods. 
John Stoneman says: ‘“Miscellane- 
ous accessories, sockets, outlets, wire 
and similar articles were always 
hardware and appliances have be 
come a basic hardware line and a 
line of good profits to the house.” 

Mr. Stoneman believes that occa 
sional window displays will succeed 
in developing electrical business more 
than any other way. The Stoneman 
business in bulbs is extremely heavy 
each year, and each sale leads to the 
purchase of an appliance if handled 
correctly. When a person buys a 
bulb, the dealer knows that his home 
is wired for electricity. The Stone- 
man salesmen recognize this fact and 
make it a point always to talk ap- 
pliances when bulbs are sold. 
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Transients\ 
—They 


Hanson’s features black cast iron ware so that it catches the eye—and sells. 
Notice the dolls on this table—they amuse the children while mother shops 


ROBABLY the best known 

doctors in the world today 

are the Mayo brothers of 
Rochester, Minn. Their fame has 
spread around the globe and with it 
went the name of their home town. 
This town is the Mecca of people 
who need surgical help. They come 
by train loads and the percentage 
that fails to find a cure is indeed 
small. 

But there are other things of in- 
terest in Rochester besides hospitals, 
clinics and doctors. The Hanson 
Hardware Co. is decidedly interest- 
ing to a great number of people, 
both sick and well. It is a real hard- 
ware store. The town has a popu- 
lation of about 8000 and besides this 


number there are from two to three 
thousand invalids and_ relatives 
there all the time. The Hanson 
Hardware Co., however, knows that 
people buy good merchandise wheth- 
er they are sick or well. There are 
the ones at home to be remembered, 
and the hardware store has just ex- 
actly the things that hit the spot 
and carry the messages that last 
through the years. 

In order to appreciate how this 
hardware store has become the gift 
center of this famous town, one 
must meet Mrs. Otto Lehman, who 
has charge of the household and toy 
department. She and her husband 
are great lovers of the out-of-doors 
ahd whenever they have the oppor- 


tunity to go camping, hiking, hunt- 
ing or fishing, they waste no time in 
getting away. Mrs. Lehman knows 
sporting goods about as well as she 
does household equipment. Her out- 
fits would make many a professional 
camper jealous and she has paid for 
more than one of them by renting 
them out to other sport lovers. 
Above all things, the thing she 
really loves to do is to sell house- 
hold and kitchen essentials. Oscar 
V. Hanson and C. W. Oesterreich 
are fortunate in being able to have 
Mrs. Lehman with them. If you 
have never been enthusiastic about 
household hardware, you will be 
after you have talked with Mrs. 
Lehman for five minutes. She 
doesn’t neglect even the black cast 
iron ware. She calls it “regular 
stuff’ and instead of being kept 
under ashelf, and covered with dust, 
the iron skillets, pots, waffle irons, 
and kettles are kept right out in 


OCHESTER 
housewives 
and former pa- 
tients at the 
hospitals alike 
are always in- 
terested in this 
up-to~ the-min- 
ute display table 
of Hanson’s 
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spr Townspeople 


All Go to Hanson's 


plain view on a big display table 
along with other types of cooking 
utensils. They sell like hot cakes, 
too. 

One glance at this display table, 
which is illustrated herewith, will 
convince anybody that this class of 
ware has excellent display value. 
The women customers make it a 
difficult matter to keep enough iron 
Dutch ovens on hand. Many hard- 
ware dealers have said that the 
Dutch oven is a thing of the past— 
that it belonged to the fireplace 
which went out of date when Ben 
Franklin invented a stove. The 
Hanson Hardware Co., however, has 
other views on the subject. It is 
just a matter of showing the line; 
that is all. Notice the small dolls 
on this table. They are kept there 
so that the little folks will see them 
end have something to _ interest 
them, while their elders make pur- 
chases. Usually a toy purchase ac- 
companies each sale made to the 
parent, 

Right next to the cast iron ware 
is another table on which may be 
found things dear to the heart of 
the housewife. The average woman 
gets more enjoyment out of shop- 
ping in the hardware store than she 
does in matching dress goods or 
looking at the new styles. The 
secret of this table is the merchan- 
dise that is displayed. It is just 
what each housewife needs and 
there are always some new and in- 
teresting articles displayed there 
that will lead to an inquiry and open 
the way to a sale. 

Directly behind these display 
tables are booths for other classes 
of household ware. Each booth is 
well lighted and contains a complete 
line. The tinware booth contains a 
good assortment of the things 
readily sold in that line. The 
enameled ware booth makes selling 
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Mrs. Otto Lehman 
on pleasure bent 














an easy task and buying a pleasure. 
The aluminum ware booth, with the 
many things now being manufac- 
tured from this metal for kitchen 
use, is a shoppers’ delight. 

These booths contain many valu- 
able suggestions as to arrangement 
and assortment of stock. The bal- 
cony covering them makes an ideal 
place in which to display the toy 
lines during the summer months 
and at other times when the sales 
are not at the maximum. 

Here is how the Hanson Hard- 
ware Co. cashes in on the large 
number of visitors and patients in 
the town. Window displays, news- 


paper advertisements and interior 
displays, such as are _ illustrated, 
draw the people in.. Thousands of 
those who are sick when they come 
to Rochester leave the hospitals in 
good health and are ready to return 
to their homes with a new lease on 
life. They have a new interest in 
the things of the home and they 
turn to the hardware store almost 
automatically. As an_ illustration 
one woman from Massachusetts 
bought a wire goods article to take 
home with her that was made in 
her own town, although she did not 
know it. Another woman bought a 
kiddie kar and had it sent to her 


Enameled ware is featured by itself in a separate booth and 
the same applies to aluminum and tinware 
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home in Texas. Every day pack- 
ages are going out to Nebraska, 
California, New York and every 
other State in the union. 

One man just out of the hospital 
was strolling down the street when 
he saw a washing machine in the 
Hanson window. He lived in 
Indiana and had the machine 
shipped home. Another man, under 
similar circumstances, bought an- 
other washer and had it sent to his 
home in South Dakota. 

O. V. Hanson says that a change 
in window displays always means a 
large increase in the sale of the 
commodity displayed. He makes it 
a point to keep attractive displays 
of pocket knives right up front. He 
has no complaint of cutlery sales in 
his store. The townpeople buy 
regularly and the patients and visi- 
tors keep up the continual stream of 
business. 

Mrs. Lehman sees to it that 
there is always something special 


Study Your 


OMETHING more than a good 

selling talk, a technical knowl- 
edge of the product and the history 
and policy of his house, is needed by 
the successful salesman, according to 
a recent report of the Business Con- 
sultation Bureau of La Salle Exten- 
sion University. 

“It is surprising,” the report says, 
“how few men are willing to take the 
time to study their proposition as 
every sales proposition should be 
studied. Successful sales are always 
preceded by an intelligent survey on 
the part of the salesman of the 
product and the sales appeal to be 
used. 

“When the salesman determines 
the appeals which are most apt, he 
is ready, then, to work out his ap- 
proach. Instead of simply showing 
his goods, the alert salesman finds 
out what his prospect has used, to 
what extent he is satisfied and just 
what he expects the thing he intends 
to buy to do for him. A salesman 
should know what his prospect in- 
tends to, or can pay for the article 
he wants. Then, if he has nothing 
at the price which he intends to pay, 
he sells him gn the advantages and 
superior qualities of a higher priced 
article. This is done before he is 
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for Saturday. Every housewife in 
town tries to get down to Hanson’s 
on that day if possible in order to 
see what is new. Part of Mrs. 
Lehman’s equipment consists of a 
serviceable apron with two big 
pockets, in one of which is a note- 
book. If an inquiry comes for 
something that is not in stock it 
goes into the notebook with the 
customer’s name, address and tele- 
phone number. Just as soon as 
that article is in stock the customer 
is called up and told that the order 
can be filled. Over 90 per cent of 
them ask to have the merchandise 
laid aside or order it sent to their 
homes. 

The one policy that dominates 
this entire department is quality. 
Nothing else is stressed. The very 
best merchandise is always shown 
first and sales are graduated to the 
purse of the purchaser. No one 
ever tries to change a customer’s 
mind. The customer — usually 
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changes it of his own free will. 

The Hanson team—and that is 
what it is all through the store, a 
team of people that pulls together— 
is a hard combination to beat. Mrs. 
Ikeehman perhaps receives the lion’s 
share of notice in this article, but it 
is because she is so thoroughly en- 
thusiastic about the household lines 
around which this is written, that 
it is hard to tell of this interesting 
department of the Hanson store 
without giving her a large percent- 
age of the credit. 

It might also be added that Mrs. 
Lehman’s recipe box contains the 
newest and the latest in the culinary 
art and every woman in Rochester 
knows it. If they don’t think they 
need anything for the kitchen they 
will visit the store anyway to see if 
a new recipe has been added to the 
list and when they do this they usu- 
ally find something right on the 
table with the recipe box that they 
must take home with them. 


Selling Talk Before You Sell 


shown too much of any one article 
of the kind he intends to buy. 
“Assume that a prospect is going 
to buy. Center his thoughts upon 
a detail. If it is evident that he is 


not ready to buy, start selling again 
with strong points you may have 
kept in reserve or with a restate- 
ment in different words of the points 
you have previously used.” 





Compact Rack That Displays Goods to Advantage 


‘HE ingenious rack for holding 

iL sweepers, brooms and similar 
articles, illustrated in the accom- 
panying sketch, has been made by 
T. Kline, of the Westchester Store, 
New Rochelle, N. Y. This rack par- 
ticularly recommends itself where 
space is at a premium because its 
triangular shape enables it to fit 
into corners where it occupies but 
little room. It may also be moved 
about when the store is being swept 
and has the additiona! advantage 
of displaying the merchandise 
shown in it to advantage. 

The rack is very simple in con- 
struction and may be easily made 
with a few odd bits of lumber. Its 
construction is indicated in the 
sketch, and it may be made in what- 
ever size is best suited to the store’s 
requirements. The rack is equipped 


with castors, and the brooms and 
other articles are held in place by 
means of wall screw tool hooks, 
placed at suitable intervals around 
the upper edge. 
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Movable rack for brooms, sweepers, @!¢. 
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N anniversary sale that was at 
once one of the most unusual 
and one of the most profitable 
ever undertaken by a retail hard- 
ware store was held recently by the 
Swank Hardware Co., Johnstown, 
Pa., to celebrate its sixty-first birth- 
day as one of Johnstown’s leading 
business establishments. 

“In order to make it interesting 
for the public,” writes W. J. Raush, 
advertising manager of the com- 
pany, “we decided to give out sixty- 
one presents to represent our sixty- 
one years of business service. These 
presents included a_ three-piece 
leather living room suite, a floor 
lamp, a room size rug, an electric 
sweeper, a book rack, a mahogany 
clock, an easy chair, fancy vases and 
many other articles for the home. 

“To give everybody an_ equal 
chance to win these presents, we had 
15,000 tags printed on yellow card- 
board, which represented our stand- 
ard color, inasmuch as all our trucks, 
outdoor bulletins, etc., are painted 
in orange color, and these tags we 
had strung and hired fifty Boy 
Scouts to distribute in all parts of 
the city, hanging one on every door 
knob. The tags were numbered con- 
secutively. From every thousand we 
selected several numbers at random. 
These numbers were placed on the 
articles in our store which were to 
be the anniversary presents. On the 
tags which were distributed were 
printed instructions to bring the tag 
to the store and compare the num- 
bers, the person finding the dupli- 
cate of his number being entitled to 
the article free of charge. Every de- 
partment in the store had presents 
on display. 

“We actually had about 100 articles 
marked as presents, for when you 
figure that although there were 
15,000 tags out there really 
was only about one person out of 
every hundred who could win even 
though the majority of tags were 


Birthdays, Tags 


Teasing Ads 
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brought in. And we wanted people 
to win, as it creates a lot of favorable 
comment when they find a present. 
We tried the same tag scheme last 
year on our sixtieth anniversary 
and many people who had friends or 
relatives that won prizes then came 
in and tried their luck this year. 
“Last year’s tag sale was a suc- 
cess, but this year’s exceeded all ex- 
pectations. People came from all 
over the city and surrounding terri- 
tory. To those who did not get a tag 
on their door we gave tags when they 
came to the store, as we had several 
hundred in reserve for this purpose. 
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Fifty boy scouts distributed the tags 


“By actual count we had over 3200 
people enter the store on Thursday, 
the opening day, and Friday about 
2850. But on Saturday the crowd 
was greatest of all. There was a 
regular mob from 10.30 o’clock until 
closing time at 9 p. m. It was like 





a crowd you would expect a few days 
before Christmas, and the entire 
force as well as many of the ware- 
room employees were busy all day. 
Saturday’s sales in the furniture de- 
partment, of which F. W. Addyman 
is the manager, exceeded in volume 
by almost 50 per cent any single 
day’s business in the history of the 
department, and the furniture de- 
partment is eight years old. Each 
day since the sale has shown fine 
business and the interest is still 
keeping up. 

“The furniture department had 
the bulk of the prizes on display, as 
their stock requires more space and 
we are featuring this department in 
our advertising. We used a small 
teaser ad with the cut of a tag for 
a few days before the sale, advising 
newspaper readers to watch for the 
yellow tags, but not mentioning our 
name. The day before the sale open- 
ing we used a double page spread 
explaining the tag plan in detail and 
carried cuts and prices of the mer- 
chandise. «This was followed daily 
by five, six and seven column ads 
listing bargains. The only adver- 
tising we used were the daily papers 
and the tag itself. 

“Having the presents scattered all 
over the sales floors compelled the 
customers to look over our entire 
stock, and we find this is the best 
method we have yet discovered to 
get them acquainted with the mer- 
chandise we carry. This feature 
alone-is worthy of serious consider- 
ation, as they cannot help but see 
every line you carry. Up to this 
time only about one-third of the 
prizes have been claimed, although 
we hope to have them nearly all 
claimed before the sale is over. On 
the prizes we hung 1, sheet cards 
with figures about 2 in. high so they 
could be easily identified. 

“We are very enthusiastic about 
this stunt, because it is bringing us 
big business.” 
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A. A. Lawson, Hastings, 
Neb., tells his story first 


E present in this issue the 

\ second installment of a series 

of statements by leading re- 
tail hardware merchants on the 
merchandising policies responsible 
for their success. The first of this 
series, appearing in last week’s is- 
sue, was widely and favorably com- 
mented on, and HARDWARE AGE 
feels that in publishing these state- 
ments it is performing a helpful 
service to its many readers. 

Why not tell us of your mer- 
chandising policy? A _ statement 
from you in the form of a brief ar- 
ticle or letter as to the fundamental 
merchandising policy back of your 
success may prove a help and an in- 
spiration to less fortunate dealers. 


“Take an Interest in Your Community,” 
Advises A. A. Lawson 


66 O not sit on the job too 
tight,” advises A. A. Law- 
son, of the C. K. Lawson Hardware 
Co., Hastings, Neb., “but go out and 
see what merchants in other towns 
and cities are doing. Use their 
ideas in whole or part, take an ac- 
tive interest and attend your hard- 
ware conventions, as well as local or 
district meetings of hardware men; 
in fact try and absorb the best you 
can from others and exert what in- 
genuity you possess to make your 
store more attractive to the public. 
“So much has been said about 
having your store clean, with mer- 
chandise displayed a little in ad- 
vance of the season, with windows 
changed often using plenty of 
‘price cards, etc., that this is all 
taken for granted. 

“Community cooperation carried 
on with judgment so it does not in- 
terfere with your time too much, 
being known as booster by using 
and selling all locally made prod- 
ucts, taking sustaining member- 
ships in the golf, tennis, gun and 
athletic clubs, boosting and attend- 
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ing games of the local schools and 
colleges, cooperating in the man- 
agement and having exhibits at the 
local building shows, county fairs, 
etc., all help. 

“In short, by building up your 
community in every way possible, 
you will build yourself and organi- 
zation at the same time.” 


Clerks Are Co-partners, 
Says W. L. Matthews 

6¢7N our efforts to make our busi- 

ness a continued success,” 
writes W. L. Matthews, president 
of the Cleveland-Matthews Hard- 
ware Co., Pine Bluff, Ark., “we try 
to make our clerks feel that they 
are co-partners in the business. We 
stand for a square deal and they too 
must stand for a square deal. Our 
customers are treated with every 
courtesy whether they be white or 
black, rich or poor. 

“Our main aim and purpose is to 
have what the majority of people 
call for when they come into the 
store. We buy only high class mer- 
chandise and sell at the right price. 

“The clerk must know all about 
the merchandise before he can sell 
it. In order to help him along this 
line we get the salesman of the fac- 
tory from whom we buy our goods 
to give him a complete line upon the 
merchandise they put out. 

“Every month we have a get-to- 
gether meeting. At this meeting 
every employee is given a chance to 
express his ideas. In this way we 
get many valuable plans. 

“Our store is divided into sepa- 
rate departments and we have one 
salesman responsible for each de- 
partment. We have sporting goods, 
tools, builders’ hardware, stoves, 
paints and oils, leather goods, im- 
plements, queensware and toys. We 
also have a very large counter of 
5, 10, 25 and 50 cent items. 


“Our two large windows, we 
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think, are our best methed of ad- 
vertising. They are kept well 
dressed and changed often in order 
to attract the passerby. 

“The Cleveland-Matthews Hard- 
ware Co. has been in business for 
eighteen years, growing from a 
$10,000 stock to over $50,000 and 
doing an annual business of about 
$200,000.” 


“You Can Get It at Barrett’s” 


N this statement, J. O. Barrett, 

president of the Barrett Hard- 
ware Co., Joilet, Ill., tells of the poli- 
cies back of his fifty years of success: 

“I have been in the hardware 
business in Joliet for over fifty 
years. The policy of the house has 
always been that a customer must 
always be satisfied if it is possible, 
and we have the reputation that if 
you get it at Barrett’s, it will be 
right or it will be made right. This 
has always been a strong point with 
us, and it proves that it has won 
out by the number of customers 
who have traded with us for twenty 
or more years. 

“We always have a _ complete 
stock, and our reputation is if you 
cannot find it at Barrett’s, there is 
no use looking for it. 

“We have always made it a strong 
point to get good men at the head of 
each department, and make them 
responsible for results. The more 
responsibility you give them, the 
better men they make. 

“We do considerable advertising, 
but. most always some specialty. 

“We have some store meetings 
with heads of departments and 
salesmen, in which the officers stay 
at home, as the men talk and ex- 
press themselves more freely when 
we are not there. On other eve- 
nings the heads and the officers get 
together and talk over matters. We 
think we can see a better atmos- 
phere after these meetings. 
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“We do not have the reputation 
for selling cheap, but for high 
prices and good goods. 

“To sum it up—courtesy and fair 
treatment; keeping a first class 
stock and turning it often; some 
good advertising; prompt delivery; 
a fine, orderly show room; pushing 
specialties that are profitable, and 
taking good care of our salesmen.” 


Business Building Policies of the Turner 
Hardware & Implement Co. 


HE Turner Hardware & Imple- 

ment Co., of Modesto, Cal., has 
had a long and successful career. 
Read what its president, J. D. 
Turner, has to say of its historical 
business building policies: 

“Theodore Turner laid the foun- 
dation for the present organization 
in 1875. Until 1907 he conducted 
the business, during which time he 
was held in high regard by the com- 
munity, due to his honesty and his 
efforts for the public welfare. 

“Between 1895 and 1907 condi- 
tions in this territory (which- was 
given to dry farming) were bad. 
Poor crops and poor prices resulted 
in extreme price competition and 
long terms with poor credit condi- 
tions. 

“The writer entered the business 
in 1902 working with his father un- 
til 1907 when the business was in- 
corporated and the active manage- 
ment assumed by him. 

“About this time the irrigation 
district was completed. Water was 
on the land and things looked 
brighter. We immediately placed 
our business on a ninety-day basis. 
We marked our merchandise at a 
*price which returned to us a fair 
margin of profit and forgot com- 
petition as much as possible. We 
then went to work and worked 
hard. We carried good merchandise, 
contracted good agencies, extended 
courteous, prompt service with 
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special attention to the smaller de- 
tails. Our office system was modern 
in every detail. 

“Trrigation created demands for 
new merchandise. This we antici- 
pated and it brought us new busi- 
ness. New people came into the ter- 
ritory, and due to aggressiveness, 
we received the patronage of a 
larger share. As our surplus in- 
creased, we added new lines of mer- 
chandise, increased stock, and 
finally departmentized. By special- 
izing in particular lines, we ice- 
ceived and held a greater volume of 
business than our competitors. In 
addition to this, we have always 
listened with interest to any new 
plan whereby merchandise cost 
could be lessened and business in- 
creased. 

“We have taken an active interest 
in those things pertaining to public 
welfare, both in money and time. 
We believe in trade magazines and 
have always subscribed to those per- 
taining to the various departments 
which we maintain. We feel that 
trade magazines are an education 
not only to ourselves as proprietors, 
but to our employees. 

“We have also taken an active 
part in trade associations, and the 
writer has been connected with the 
California State Hardware Asso- 
ciation for twenty years, has seen 
their work and realizes the good 
which they have accomplished and 
incidentally, the assistance they 
have been to him in broadening his 
ideas of business. 

“Summarizing, we contribute our 
success to the following: 

“Progressive merchandising at a 
profit. 

“A sound credit policy. 

“Courteous, prompt and honest 
service. 

“Activity in public welfare, and 
close attention to trade magazines 
and trade organizations.” 


Frederick Neudorff, St. 
Joseph, Mo., tells his last 


Neudorff Tells Why He Succeeded 


( EAD what Frederick Neudorff, 

president of the Neudorff 
Hardware Co., of St. Joseph, Mo., 
and one of “the largest newspaper 
advertisers in a city of advertisers,” 
has to say about his policy: 

“If there has been a fundamental 
policy in connection with the man- 
agement of this store it is the fact 
that we had the goods when called 
for—both in variety and quality, so 
much so that it is a common saying 
in our trade territory ‘That you can 
find it at Neudorff’s.’ 

“Secondly, has been the fact of 
letting people know that we had the 
goods, so much so that we are rated, 
according to volume of business 
done, as the largest newspaper ad- 
vertisers in a city of advertisers. 

“Thirdly, has been the fact that 
we have been students of merchan- 
dise, the Alpha and Omega of 
salesmanship. 

“Fourthly, that we have charged 
self-respecting prices — regardless 
of competition. 

“Fifthly, we have had_ the 
agencies of the world’s best mer- 
chandise and have told the truth 
about them. 

“Sixthly, we have kept everlast- 
ingly at it and have delivered ser- 
vice even to our own discomfort 
and self-denial, so much so that 
with this business at its peak and 
constantly growing we are desirous 
of disposing it and confining our ac- 
tivities to one or two lines—it has 
given the owner a satisfactory com- 
petence and he craves the leisure. 

“In closing we would say that the 
only future for the legitimate hard- 
ware trade, wholesale as well as re- 
tail, is the elimination of the cheap 
John quality, price cutting manu- 
facturer and his retail distributor 
and the education of the public to 
the value of highest qualities.” 
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Sell the Clerk iret —"Then 
the Cuotomer 


mountain roads of Kentucky when he met a 

farmer coming up the hill, driving a team con- 
sisting of a mule and an ox. “That’s a mighty queer 
team you have,” he remarked as he turned out for the 
farmer to get by. “I reckon you’re right, but it sure is 
just the team for this road,” replied the farmer. “How 
do you make that out?” queried the tourist. “Wal, 
you see it’s this way,” said the farmer. ‘The mule’s 
blind and the ox jest natcherly don’t give a damn.” 

That may be good logic for mountain roads, but I 
can’t help wondering how long it would take the 
farmer and the ox to change their minds if that 
blind mule ever stumbled off the hill road. I am 
also inclined to wonder if the average merchant and 
clerk, hitched to the real business wagon don’t dis- 
play several of the characteristics of the Kentucky 
farmer’s team. In more than one case the clerk is 
blind to the inner workings of the business while the 
boss doesn’t appear to be losing any sleep over the 
fact. Sometime the blind half of the team may stum- 
ble over a business precipice and drag the other half 
with him, wagon and all. 

In this series of articles we have been talking main- 
ly to the man behind the counter. In this one we 
are going to take a few shots at the man behind the 
business. To begin with, nine out of ten retail clerks 
have never had an opportunity to learn anything 
about the business except what pertains to the goods 
and the rules they are to follow. They’ve been trying 
to sell a pig in a poke, and that system no longer 
fits business. 

If it is good policy for you as a merchant to take 
your customers into your confidence, why isn’t it 
just as good a brand of wisdom to share a few busi- 
ness secrets with men who help to put that business 
over? All your advertising is directed at the cus- 
tomers. You tell them how goods are made, how each 
article operates, and how much brains and effort are 
used to get certain results. You tell them the uses 
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of articles and the service and satisfaction they will 
bring to the people who buy them. That’s good busi- 
ness, but why not go a little further? It is just as 
essential to sell the man behind the counter as it is 
to sell the man in front of it. In fact he should be 
sold first, not alone on the goods, but on the store, 
the firm, the policy and the service he represents. 

Have you told each of your clerks how much 
merchandise the store sold last year and the 
year before? Does he know how much of 
the total sales were credited to him last year, or last 
month, or last week as compared to previous years, 
months and weeks? Does he know how much he 
actually earned or lost for the store over those 
periods? Does he know how much it costs to sell 
a dollar’s worth of goods and why? If not, how in 
the name of common sense can he be expected to 
function 100 per cent? 

How about assigning each man a sales quota for 
the year, based on some figure that will allow you a 
profit on his effort? Then give him a bonus on all 
goods sold above that quota. If you don’t like the 
idea of a sales quota, make it a profit quota with a 
bonus for increased profit. In other words, give him 
something to shoot at and something to shoot with. 
Naturally that means you will have to post him on 
the goods which are profit bearers. You don’t nec- 
essarily need to give him your cost mark, but you can 
at least let him know where the profits lie since it is 
up to him to pry those profits loose. 

The biggest thing your clerk has to do is to sell 
you and your business to a public that can buy its 
goods anywhere. Your biggest task is to see that 
he does it properly. It’s no job for a blind mule and 
a disinterested ox. 
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Quality and Service Increase 
Radio Sales for Fullerton 


VOCUS 


View of radio department of Fullerton Bros. Co., 


66 E secure rapid turnover 
W\ and accelerate volume at 
this store by featuring such 
attractive lines as radio equipment,” 
said the manager of Fullerton 
Brothers Co., hardware dealers, lo- 
cated on Kansas Avenue, Topeka, 
Kan. “I find there is nothing equal to 
|opular merchandise for attracting 
customers to our store. Take radio 
equipment, for example. During the 
past year we have served thousands 
of new customers who formerly took 
their trade elsewhere. Our radio 
department attracted them to our 
store, and they are becoming perma- 
nent customers. 

“T have learned a good deal about 
the sale of radio equipment since 
adding this line to our stock. I find 
an important essential in selling 
radio supplies is to departmentize 
the stock. Radio equipment is con- 
sidered a distinct line at our store 
and the radio department is under 
the supervision of an expert, who de- 
\otes his energies to increasing sales. 

“Experience at selling this line 


By CLEMENT WHITE 


convinces me that it is admirably 
adapted for the hardware store. It 
doesn’t interfere with the sale of 
other merchandise. On the other 
hand, it is a valuable means for 
bringing in new customers. 

“In order to succeed with 
your sales efforts must ke directed 
systematically. The first essential 
is to handle a stock of proved merit. 
Standard equipment is the only kind 
worth selling. Inferior supplies will 
inevitably result in disappointed cus 
tomers and lost trade. We make a 
point of showing customers the need 
of putting quality ahead of price 
when buying radio supplies, and the 
superior class of merchandise we sell 
is a big aid in making friends for 
our firm. 

“Having selected a stock of quality 
equipment, the next step is to out- 
line a systematic sales campaign. It 
pays to launch a sales campaign in 
advance of the season when radio 
supplies are in greatest demand. We 


radio 


Topeka, Kan. 


launched an intensive sales campaign 
last August, and we work our terri- 
tory systematically. 

“Lack of enthusiasm in the sales 
force is a serious handicap. Unless 
a salesman is a radio enthusiast, he 
cannot sell the goods to advantage. 
It is my rule to employ optimistic, 
enthusiastic youths in the radio de- 
partment. They are so completely 
sold on the line that their enthusiasm 
is contagious. We link up their en- 
thusiasm and general knowledge of 
radio with our sales experience. This 
proves an effective combination. 

“When discussing radio equip- 
ment with a prospective customer, it 
is best to avoid big words and tech- 
nical terms so far as possible. When 
a radio expert gets a prospective 
customer in a corner and fires a 
broadside of technical terms at him 
for half an hour, the prospect is 
likely to become confused and will 
leave the store at the first oppor- 
tunity. 

“I train my sales force to handle 
customers without arousing their 
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antagonism or confusing them in any 
way. We have men on hand who 
know radio and can answer any ques- 
tion concerning it, but they wait 
until their advice is required before 
offering it. 

“The enthusiastic youth proves a 
good salesman of radio supplies. 1 
employ youths who have a wide ac- 
quaintance among prospective cus- 
tomers and who are always ready to 
discuss the great benefits of radio at 
every opportunity. : 


Special Room for Radio 


“We have a special room at the 
store where we demonstrate radio 
sets. We have five sets installed, 
and the turn of a switch brings any 
set into use. We do not demonstrate 
radio outfits in the homes of cus- 
tomers. We went to considerable ex- 
pense fitting up our demonstration 
room and we invariably get better 
results by demonstrating in it than 
elsewhere. When selling a radio set, 
it is highly important to demonstrate 
it in the most favorable way, and it 
is my experience that demonstration 
at the store is by far the most suc- 
cessful method. 

“We have a growing trade in radio 
accessories. A good line of acces- 
sories is a valuable part of a radio 
supply business. Our aim is to stock 
everything our customers need, and 
to give prompt service tu every order. 
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Williams Hardware Co. Is 
Broadcasting 


HE Williams Hardware Co., 

Streator, IIl., for 
radio as it does for everything it 
undertakes—100 per cent. Mes- 
sages from the amateur broad- 
casting station, which the firm has 
maintained for some time, were 
heard on McMillan’s ship on its 
trip of Arctic exploration. This 
firm is now featuring a commer- 
cial broadcasting station which 
was put into operation on Thurs- 
day, Nov. 8, with a full entertain- 
ment program. 


went in 











We stock the accessories on our main 
floor and display them in glass cases. 
Good display is a big help in selling 
this class of merchandise, and we 
devote some of our best space to it 
because this line is popular. 

“There is no getting away from 
the fact that radio is here to stay. 
This being the. case, it pays to build 
the foundation for a permanent trade 
in radio ‘supplies. 
line has interested many persons en- 
gaged in various lines:of retailing, 
while the usual fly-by-night agents 
who seek easy profits from popular 
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merchandise, but are not disposed 
to offer service, have been busy. 
Gradually inefficient and apathetic 
dealers in radio equipment will be 
weeded out and the men who went to 
the trouble and expense of building 
trade on a solid foundation will reap 
their reward. 


Quality Goods Boost Sales 


“The competition of cheap equip- 
ment doesn’t interfere with business 
at our store. We show prospective 
customers the futility of attempting 
to economize by buying equipment 
which has no real, tangible value, 
instead of investing in outfits and 
accessories of proved worth. Rapid 
depreciation, which is inevitable in 
the case of inferior equipment, 
eliminates any possibility of econo- 
mizing by purchasing cheap outfits. 
We are getting the trade of cus- 
tomers who have experimented with 
cheap supplies and have learned the 
wisdom of putting quality ahead of 
price. The dealer who hopes to 
establish a permanent trade in radio 
equipment should rely upon standard 
merchandise of proved worth. 

“We advertise in Topeka’s daily 
papers, and also make a hobby of 
window display advertising. Show 
window displays are always helpful, 
and are indispensable for attracting 
attention to such attractive lines as 
radio equipment.” 


Forty Years of Hardware 


(Continued from page 48) 


quantities. 


All Mr. McGinnity wanted to know was 


of fixed convictions and very few words. 


He always 


just what sold and in what proportions one kind of 
lock, for instance, would sell to another. He gave me 
the quantities on this order and the quantities were 
so large that I almost fell out of my chair. 

That order stands out in my mind because for the 
length of the order, it amounted to more in dollars 
and cents than any hardware order I ever sold. To 
illustrate: The first item was No. 505 rim door 
locks, with porcelain knobs. He called for ten cases 
of 100 dozen. The next item was No. 410 mortise 
locks with No. 313 knobs. He bought five cases of 
fifty dozen. You see while this thing happened more 
than thirty years ago, I still remember the numbers 
of the locks and I could give every item on that order, 
every number and every price, as I dictate this article 
today. I merely mention this to indicate how my 
mind was concentrated on my work in those days and 
how well one remembers when the mind excludes 
everything else. The McPhee & McGinnity Company 
continued in the hardware business for many years. 
They were very satisfactory and desirable customers 
in every respect. Afterward I learned to know Mr. 
McGinnity véry well and I developed a great affection 
for him. He was a very strange character—a man 


fascinated me. 

Mr. McPhee of this same house devoted most of 
his time to the selling end of the business and I had 
very little to do with him. I remember him as a very 
tall man, always moving around. If ever he sat ina 
chair I never saw him under such conditions! He 
attended to the outside part of the business while 
Mr. McGinnity looked after the office and the buying. 
These two partners were just as different as they 
could be. They were exceedingly successful and built 
up a very large business. How often I have noticed 
that partners that are entirely different in every way 
get along splendidly while partners who do the same 
kind of work or think along the same lines are al- 
most always in trouble with each other! This leads 
to the sage conclusion that in selecting our partners 
we should pick out people just as different from our- 
selves as possible. I have referred to this before in 
writing about E. C. Simmons and I. W. Morton. Here 
we had two men working together like David and 
Jonathan, but their characteristics and temperaments 
were entirely different. 
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rYNHE term “sales psychology” 
bears all the ear marks of 
being deep stuff, but as a mat- 
ter of fact, it is as old as the hills. 
In the days of the cracker barrel 
orators who held forth in the “gen- 
eral store,” it was known as plain, 
everyday horse sense, and it hasn’t 
changed a bit except that a lot of 
white collared sales managers have 
given it a highbrow mask and a 
fancy name in order to impress 
their own importance upon their 
salesmen, and the customers of their 
houses. 


Just Sensible Selling 


Sales psychology is nothing more 
or less than sensible selling—and 
sensible selling amounts to nothing 
more or less than taking advantage 
of all the advantages possible for 
making sales. A good salesman is 
aman who can sell at a profit that 
which is for sale. 

There are two or three million 
young men in the United States who 
recently worked for Uncle Sam at 
the rate of a dollar a day—uniforms 
thrown in—who had their first in- 
troduction to psychology at the 
hands of certain Government sharks, 
who desired to grade their various 
mentalities. These grades were 
based on psychological tests which 
included more nonsense and monkey 
business than could have been in- 
vented by a sanity expert in an in- 
Sane asylum. 

One of the questions in this test 
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Horse- 
Sense 
and 
Relatives 


By PAUL CRISSEY 


(maybe it helped too determine 
whether or not the young soldier 
could shoot straight, and maybe it 
didn’t) was to write down the “op- 
posites” of certain words such as 
follow: 

Word 

boy 

cow 

water 

dog 

valley 
and so forth. 

This is psychology, and the cor- 
rectness of the answer, together 
with the speed with which the 
young soldier answered it, deter- 
mined, according to the army psy- 
chologists, just how quickly and ac- 
curately that soldier could think. Of 
course, a great many young college 
men knocked these tests for perfect 
scores, and then when it “fame ‘to 
actually directing the fire of a bat- 
tery of artillery, they «put their 
fingers in their ears, and dove for 
the nearest “dugout.” 

But in spite of the seeming silli- 
ness of this monkey business when 
applied to a soldier, and by chang- 
ing the name of it over to just plain 
“horse sense,” couldn’t the idea be 
used most successfully by hardware 
dealers? 


Answer 
girl 
bull 

land 
cat 
mountain 


Common Sense, That’s All! 


For instance, it is common sense 
(horse sense) that when a person 
is thinking about one certain thing, 
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he also has a lot of associated ideas 
—in other words, any one idea has a 
lot of relatives—brothers, sisters, 
cousins and so forth. 

How can this fact be applied to 
store salesmanship? 

Suppose, for example, a woman 
comes in the hardware store and 
asks for an ice-cream freezer. Now, 
it is certain that the main idea in 
her mind at the moment is ice-cream 
—particularly ice-cream freezers. 
But ice-cream and ice-cream freez- 
ers have a lot of relatives. 


Associated Items 


Suppose that the moment this 
customer menfions ice-cream freez- 
er, the-elerk. begins to turn over in 
his mind every object he has for 
sale, that is, in any way related to 
ice-cream. What can he think of? 

First, ice. Now, an ice pick is 
necessary to break up the ice—or 
a mallet, or a hatchet. Then a long 
handled spoon usually is necessary. 
Ice-cream molds of plain and fancy 
patterns also can be used to ad- 
vantage. 

When he has completed the sale of 
the freezer, it is a simple matter 
for him to bring up one of the “as- 
sociated ideas’—to suggest to the 
customer these other “related” 
items which he has for sale. 

Then, if he is convincing, he can 
sell two items where ordinarily he 
would have sold but one, and he has 
doubled the volume of his business 
right there. 
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There is no easier way to increase 
sales volume than by selling each 
customer something more. A cus- 
tomer who enters a store is a live, 
tangible asset—the value of which 
amounts to just exactly whatever 
the store clerk can make it worth. 
The less sold to each customer, the 
greater is the overhead on that sale 
—the more sold to each customer, 
the less is the amount of overhead 
on that sale. 

Dealers who apply horse sense to 
their selling are the dealers who 
recognize the value of the customers 
they already have and who can see 
the opportunity which lies ahead in 
developing the buying inclination of 
the people who come into their store. 
They are the dealers who adopt the 
slogan: “Sell Them Something 
More.” 

Such dealers are not bothered by 
highbrow names. Call it psychology 
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or horse sense, or common sense, or 
sensible selling or merchandising— 
it is all alike. But they use and 
urge their store salesmen to develop 
the method of selling “associated 
ideas.” 


Charting Related Items 


One dealer has charted many of 
the products which he stocks, list- 
ing after each one all of its “rela- 
tives” and he keeps after his clerks 
to suggest new groups of as- 
sociated ideas. His chart, for ex- 
ample, contains such groups as this: 


GARDEN HOSE 


Stands 
Attachable Sponges 
Brushes 


Nozzles 
Sprinklers 
Reels 
Washers 


Of course, on the face of it, 
brushes and sponges have nothing 
to do with a garden, but on the 
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other hand, men who buy a garden 
hose also use it for washing their 
automobiles and sometimes the win- 
dows in their homes, so those items 
may open up a brand new field. A 
little thought would result in no less 
than ten more items to be added to 
this list, because the name “garden” 
opens up possibilities and suggests 
more “relatives” of the garden hose, 
such as garden tools, seeds and other 
items. 

Begin to think along the lines of 
“associated ideas.’’. Sell every cus- 
tomer at least one thing more than 
he or she originally intended to buy, 
Group the products which you stock 
and chart them with their “rela- 
tives”—-call the result what you 
please—psychology, sensible selling, 
horse sense or what not—for by any 
other name, the certain result will 
be just as sweet—namely, increased 
sales! 


A Space-Saving Method of Handling Small Items 


How Coe & Bacher, Cleveland, Ohio, 


Save Time, Space and Trouble 


Y using this type of showcase 

and case stock boxes, H. O. Coe, 
of Coe & Bacher, Cleveland, Ohio, 
claims to have solved a perplexing 
problem. Mr. Coe says that when he 
first went into business he was forced 
to take a small sized store or locate 
in a less desirable location than 
Carnegie Avenue at Eighty-second 
Street. The greatest worry he had 
was the handling of the hundred or 


more small items such as shellac in 
small bottles, piston rings, and spark 
plugs for Fords, key rings and mis- 
cellaneous specialties. 

The showcase shown herewith con- 
tains five tiers of boxes each row of 
which attracts an equal amount of at- 
tention. The advantage of this type 
of stock box is said to lie in the fact 
that a single box will accommodate 
a dozen shellac bottles, or two dozen 


— 


= 


key rings, two dozen Ford piston 
rings or spark plugs and so on. No 
overstock bins are required for the 
items handled in this manner. Nor 
is there any need for keeping of stock 
records or a follow-up buying sys- 
tem. A daily inspection of the boxes 
may be made in a few minutes. Mr. 
Coe jots down all items that should 
be ordered in a note book and keeps 
his stock up to date. 
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A show case that saves time and space for Coe & Bacher, Cleveland, Ohio 
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Bonus or Lower Taxes? 


ECRETARY Mellon’s tax reduction plan seems 

to have changed the once highly spiced bonus 
into a thin and watery gruel. The bonus was never 
properly seasoned for the general taste, and in com- 
parison with Mr. Mellon’s new offering it is now to 
many people more offensive than ever. 

A reduction of the income tax will particularly 
benefit the small and moderate salaried workers who 
actually pay nearly nine-tenths of it. Lower taxes 
may encourage capital to come out of tax exempt 
securities and re-enter productive industry. That 
seems simple and understandable. 

But what about the bonus? The bonus advocates, 
it would appear, base their claim on a grievance and 
a sentiment. The grievance is, in substance, that 
they didn’t have a chance to compete in war profits; 
and the sentiment is, bluntly, that they are heroes not 
by choice but by necessity, and as such they feel they 
should accordingly be compensated. 


Now in justice all ex-service men are not so senti- 
mental about this. Some realize that if they get a 
bonus they will have to pay for it three times over: 
first, in taxes: second, in higher prices, and third, in 
eventual business depression. The cost of a bonus 
cannot be estimated simply by the amount to be drawn 
from the public treasury. The overhead expenses for 
its preparation and distribution would probably 
double the amount appropriated. 

But now that the issue is clearly between lower 
taxes and the bonus let’s face it squarely. As a citi- 
zen and a business man which do you prefer? 


We feel we should stress the fact that the only way 
you can make your preference effectively known is 
by writing to your representatives in Washington, to 
your newspapers and to your business papers. 

You may not agree with what we have said. Let 
us know about it. We are open to conviction. Our 
purpose is to serve you as a clearing house for in- 
formation and opinion. 


In closing, however, we wish to submit two phases 
of this question that do not seem to have been very 
clearly emphasized. The first is this: Every sense 
of decency and ‘honor will be outraged if we allow 
this bonus question to side-track the money that 
should be liberally spent on the proper care of dis- 
abled veterans, and in giving them adequate life pen- 
sions. And the second point is: If, when taxes are 


































EDITORIAL COMMENT 


cut, there is an attempt on the part of reactionary 
interests, as now rumored, to force down salaries and 
to lower the standards of living that have come into 
being since the war, every tissue of public confidence, 
created by lower taxes, will be destroyed. 


* * * 


We are forever mortified by what we have done, 
and exalted by what we might have done. 


* 


Something New in Shows 


N New York City last week the first advertising 

exposition ever attempted was opened under the 
auspices of the Advertising Club of New York. It 
immediately became a magnet of interest. Experts 
and laymen were attracted to it by its novelty, and 
perhaps also because of a growing realization that 
advertising is a force that affects the daily life of the 
average man much more closely than he has been in- 
clined to admit. 


When one considers Treasury statistics and learns 
that $100,000,000 worth of chewing gum, $150,000,000 
worth of hair nets and several hundred million dollars 
worth of more substantial merchandise were sold 
last year, primarily because of advertising, few of us 
can have the aplomb to dismiss it as irrelevant and 
inconsequential. 
Advertising has become a business distinct unto 
itself. Growth and modern insistence on specializa- 
tion has made this virtually necessary. Neither the 
man devoting himself to production, nor the one en- 
gaged in distribution has time or opportunity to study 
all of the extensive details that must he co-ordinated 
to meet the requirements of modern business. 4 
Moreover, few of us are able to regard our own 
efforts and possessions without exaggeration. We over- 
emphasize things of negative interest to others. The . 
function of advertising is to effect a liaison between { 
the dogmatism of pride and the cynicism of doubt. ii 
In a way advertising is an attempt for perspective. 3 
It has not yet achieved this. It is still very young ’ 
and sometimes has rather startling growing pains. 
But as a spreading branch fills out and makes the 
tree upon which it grows stronger and more shapely 
to the eye, so the extension of advertising will eventu- 
ally make business more vigorous and symmetrical. 
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CURRENT. NEWS 





Ohio Wire 
Make Dover Imperial 
Steel Hangers 


The Ohio Wire Products Co., Dover, 
Ohio, recently moved into a new build- 
ing at 117 West Front Street, and is | 
row preparing to manufacture the | | 
Dover Imperial steel hangers, in addi- | 
tion to its line of wire eaves trough | 
hangers. The company has installed 
machinery for galvanizing its hangers | 
by hot dipping after manufacture, both | 
in the strap and rod and nut hangers. 


| 


Backmeier Distributing Co. | 
Organized 


The Backmeier Distributing Co., 506 
Palace Building, Cincinnati, Ohio, is the 
name of a new company recently or- 
ganized by members of the Backmeier 
Sales Corporation, manufacturers of 
automotive equipment and direct repre- 
sentatives, Palace Theater Building, 
Cincinnati, to act as manufacturers’ 
direct representatives of hardware sup- 
plies. The main office of this company 
will be in Cincinnati, with branch of- 
fices and warehouse facilities in Dallas, 
Tex., and Atlanta. The functions of 
the Backmeier Distributing Co. will be 
along the same lines as those of the 
Kackmeier Sales Corporation, however. 
This new company will confine itself to 
hardware supplies. The territory to 
be covered comprises the states of Ala- 
bama, Arkansas, Florida, Georgia, Ken- 
tucky, Louisiana, Mississippi, North 
Carolina, Oklahoma, South Carolina, 
Tennessee, Texas, Virginia and West 
Virginia and the city of Cincinnati. | 
The company plans to operate on a 
strictly commission basis. 





| Cincinnati, Feb. 19 to 22. Many manu- 


Colonial Tool Co. to Move 


The Colonial Tool & Forge Co., Co- 
jumbiana, Ohio, will move to Elkton, | 
Md., where larger and more commodious 
facilities have been provided. The com- | 
pany was_ incorpor- 


| 
| 


| turers of the 


| has recently resigned and will engage 








ager for P. A. Geier Co. 


N. A. Barnell has been goonies | 
assistant sales manager of the P. 
| Geier Co. of Cleveland, Ohio, Seamiig 
Royal line of electric 
household appliances. Mr. Barnell is, 
in point of service, the third oldest 
member of the Geier sales organiza- 
tion. He was connected with the Royal 
cleaner sales department. 


R. L. Streeter to Enter Retail 
Business 


R. Lorenzo Streeter, for more than 
fifteen years in the employment of the 
Osborne Hardware Co., Holyoke, Mass., 


in the retail hardware business for him- 
self. Mr. Streeter, who has not yet 
definitely determined upon the date of 
opening, is now soliciting catalogs and 
discount sheets on general hardware 
and allied lines. 


Guy Nason Secretary of 
Mississippi Association 


Guy Nason, Starkville, Miss., has 
been appointed secretary of the Missis- 
sippi Retail Hardware and Implement 
Association, to succeed H. S. Chilton, 
who resigned some time ago to engage 
in other work. 


Ohio Convention Plans 
Progressing 


Secretary J. B. Carson of the Ohio 
Hardware Association, is working’ hard 
on the plans for the 1924 annual con- 
vention and exhibition to be held m 


facturers and jobbers have’ reserved 
booths for the exhibition which will be 
| held at Music Hall. .- 

Llew S.-Soule, editor of HARDWARE 
AGE, will be one of the principal. speak- 





ers at the business sessions, 


Products Co. to! Barnell Assistant Sales Man-| J. J. Keith Heads Sales for 


Lincoln Washing Ma- 
chine Co. 


J. J. Keith, for five years a sales and 
advertising executive of Altorfer Bros. 
Co., Peoria, Ill., manufacturers of the 
ABC electric washers, has accepted the 
position of general sales manager for 
the Lincoln Washing Machine Co. of 
Detroit, Mich., and has taken up his 
new duties. Mr. Keith will direct Lin- 
coln national sales, recent expansion of 
the company’s manufacturing facilities 
having made possible an extension of 
its distribution which has been, until 
recently, confined chiefly to Detroit and 
neighboring distributing centers. 


Akron Firm Occupies New 
Quarters 


The Hardware & Supply Co., Akron, 
Ohio, jobbers, hardware, mill supplies, 
plumbers’ supplies, electrical supplies, 
iron, steel, automotive equipment and 
glass, has moved into its new three- 
story brick building, located at 475-535 
South High Street. The bailding ex- 
tends to the Erie Railroad tracks, 
‘where a siding is provided. 

The Hardware & Supply Co. is the 
outgrowth of the H. W. Wetmore re- 
tail store, which did a flourishing busi- 
ness prior to the Civil War. Paige 
Brothers succeeded Wetmore. Paige 
Bros. Co. was organized by J. Edward 
Good and Theodore Butler in 1889. 
Three years later the firm name 
changed to the Standard Hardware Co. 
In 1905 it took its present name with 
the consolidation of the Standard Hard- 
ware Co. and the Morgan & Bushnell 


Through the various changes of ‘the 
original company the business quickly 
developed into a wholesale organization. 
It now enjoys the position of one of 
the progressive hardware jobbers in 
northern Ohio. 

J. Edward Good has been president 
for many years. William W. Wohl- 
wend is_ vice-president; Walter T. 
Flower, treasurer, and Elmer W. Hart- 
zel, secretary. 





ated in 1916 as the 
Harrold Forge & 
Tool Co. ‘The name 
was changed to its 
present form  tlkree 
years ago. Oe | 
Blue, president, will 
move to Elkton and 
will continue in office. 
H. Orr, for many 
years the secretary- 
treasurer and one of 
the original incorpo- 
rators, will seek 
other fields. The com- 
pany manufactures 
screw drivers. and 
other mechanics’ 
hand tools. ° 





New building of the Hardware & Supply Co., 








Akron, Ohio 
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Sigwalt Advertising Manager 
of Milwaukee Corrugating 
Co.” 


H. P. Sigwalt has been appointed ad- 
vertising manager of the Milwaukee 
Corrugating Co., Milwaukee, Wis. Mr. 
Sigwalt was formerly advertising man- 
ager of the T. L. Smith Co. and the 
A. H. Peterson Mfg. Co., both of Mil- 
waukee. 


Indiana 
quarters in Indianapolis 


When the National Retail Hardware 
Association moves from Argos to In- 
dianapolis, Ind., the Indiana Retail 


| 


Association Head- | 


OF THE TRADE 





at the time of the fire. The store was 
in charge of his son. The conflagra- 
tion gained such headway that it was 
impossible to cope with it. Very little 
stock was recovered. The building was 
of concrete block. 
Damages have been 


roughly esti- 
mated at $10,000. 


Obituary 
Alfred Pickering 


Alfred Pickering, former president 
Pickering Hardware Co., Cincinnati, 
died at the age of 94. His death oc- 


| curred Nov. 7 in Haverford, Pa. 


Hardware Association will move also. | 


Office space has been reserved for both 
organizations in the new Meyer-Kiser 
Building, now being completed. It is 
expected that the building will be ready 
for occupancy prior to Jan. 1, 1924. 


U. T. Hungerford Co. Opens 


New Boston Warehouse 


The U. T. Hungerford Brass & Cop- 
per Co., Lafayette, White and Franklin 


Streets, New York City, recently opened | 


a new warehouse at 411-429 D Street, 


Boston, Mass., which will afford greatly | 


enlarged warehouse facilities. 


The company’s new building, which is | 
conveniently located in respect to trans- | 


portation facilities, has a frontage of 
270 ft. on D Street. 


of over 15,000,000 Ib. 


Dibble Color Co. Moves 


The Dibble Color Co. recently moved 
into its new three-story plant at the 
corner of Mount Elliott Avenue and 
East Fort Street, Detroit, Mich. The 
new building, which contains approxi- 
mately 5000 sq. ft. of floor space, is 
of modern, fireproof construction, hav- 
ing 121 ft. frontage on Mount Elliott 
Avenue and 113 ft. on East Fort Street. 

These new quarters, it is said, give 
the Dibble Color Co. greatly increased 
facilities for the manufacture of their 
products. 


Ohio Association Approach- 
ing the 1500 Mark 


On Oct. 1, 1923, the membership list 
of the Ohio Hardware Association num- 
bered 1486 paid members. Secretary 
James B. Carson hopes to pass the 1500 
mark before the close of the year. 


W. G. Deal’s Swept by Fire 


W. G. Deal, hardware merchant, 
Tangier, Ind., suffered heavy fire loss 
recently. Mr. Deal was in Terre Haute 


The total floor | 
space is 45,000 sq. ft., with a capacity | 














William F.. Wendt, former presi- 

dent Buffalo Forge Co., Buffalo, 

N. Y., whose death was recorded 

in the Nov. 15 issue of HARDWARE 
AGE 





Edgar E. Strong 


Edgar E. Strong, president Strong, | 
Cleveland, | 


Carlisle & Hammond Co., 2 
mill supplies and machinery jobbers, 


died recently at the age of 83 years. | 
He was identified with the mill supply | 


and machinery trade in Cleveland for 
thirty-six years. Mr. Strong was a 
member of the Union Club, Chamber 
of Commerce and Old Colony Club of 
Cleveland. He is survived by a daugh- 
ter and one son, Herbert W. Strong, 
secretary of Strong, Carlisle & Ham- 


| mond Co. 


For twenty years following his dis- 
charge from the Union Army Mr. 


Strong was associated with the W. | 
Pingham Co., Cleveland, hardware job- | 


bers. 
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Indiana Issues Group Meeting 
Information 


The November issue of The Indiana 
Hardware Monthly is called the Group 
Meeting Number. It contains a com- 
plete list of group officers and locations 
of 1924 group meetings. Dates are not 
given. 


'Cleveland Winchester. Club 
Holds First Meeting 


The Winchester Club of Cleveland 
held its first group meeting, Oct. 23, at 
the Old Colony Club. Forty-nine deal- 
ers and their associates attended this 
banquet meeting, presided over by Phil. 
Wuertz, president of the club. 

B. W. Hardy, sales manager the Win- 
chester-Simmons Co. of Toledo, gave a 
talk on hardware merchandising which 
he said embraced selling, advertising 
and the arrangement of stock. 

At the close of the meeting President 
Wuertz spoke briefly on his retail ex- 
periences and suggested that group 
meetings become a regular feature of 
the club’s activities. The executive 
committee was then instructed to plan 
such meetings. 





Akron Barrow Co. Moves to 
Cleveland 


The Akron Barrow Co. is moving its 

plant and offices from Akron, Ohio, to 
Cleveland. The change will be com- 
| pleted prior to Dec. 1, 1923. The Cleve- 
land location is at 3140 East Sixty- 
fifth Street. The company has manu- 
factured various types of wheelbar- 
rows in Akron for the past thirty 
years. 


| Housefurnishing Show Opens 
in Chicago Feb. 4 


The Glass, Pottery. Lamps and 
Housefurnishing Association will hold 
its fourth annual show at the Congress 
Hotel, Chicago, Feb. 4 to 9. In the past 
many hardware merchants have visited 
these shows to look over the large num- 
ber of lines, most of which are handled 
in hardware stores. 





| Acme Cultivator Co. Moves 
Plant to Leetonia, Ohio 


The Acme 
| cultivators, 


Co., power 
spraying 


Cultivator 
lawn mowers, 


| outfits, etc., has moved its plant from 


Salem, Ohio, to Leetonia, Ohio. Equip- 
ment is now being installed which will 
permit four times the former produc- 
tion. 


Walker Co. Reorganized 


The Walker Hardware Co., Vin- 
cennes, Ind., has been reorganized and 
incorporated with a capital stock of 
$50,000. Will J. Reynolds, general man- 
ager Reynolds-Brooks Hardware Co., 
Loogootee, is the new president; Ed- 
ward E. Walker, formerly manager, is 
the new sales manager and secretary; 
Thomas R. Walker will serve in an ad- 
visory capacity with the office of vice- 
president. T. M. Sircliff is the treas- 
| urer and office manager. 
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District Hardware Dealers 
Hold Banquet 


The District Hardware Dealers’ As- 
sociation, comprising dealers in Dela- 
ware, Ohio, and vicinity, held a banquet 
recently at the Hotel Allen, Delaware. 
Secretary James B. Carson and George 


Pfarr, president the Ohio Hardware | 


Association, gave short talks. George 
M. Gray, vice-president of the National 
Retail Hardware Association, and in 
charge of the Ohio Hardware Associa- 
tion Insurance Bureau, gave a discourse 
or. the work of this division. 


Fishermen Given Rifles 


Winchester rifles were awarded to 
the winners in each class during the 
second national fishing contest recently 
conducted by the Winchester Repeating 
Arms Co. 

Arthur Henderson, Wakefield, Mich., 
took first place in the brook trout class 
with a 1-lb. 6-oz. fish, measuring 14% 


in. 

W. B. Russell, Redmond, Ore., caught 
a 13%-lb. rainbow trout, which is % lb. 
heavier than the one that won in 1922. 

With a 3-lb. 10-0z. brown trout M. 
W. Mack of Altoona, Pa., won the 
brown trout competition. 

The small mouth bass contest was 
also taken by a Pennsylvanian, J. C. 
Miller of Springdale. His fish weighed 
5% lb. and measured 22 in. 

Peter Peterson, Plymouth, Mass., 
caught the largest bass in the North. 
It weighed 7 lb. 2 oz. and measured 
21% in. 

The largest bass caught in the South 
was by M. A. Evans, Wadley, Ga. It 
weighed 7 lb. and measured 23% in. 

Dr. . H. Dower, Sheridan, IIl., 
caught the largest fish, a muskie. It 
weighed 38% Ib. and its length was 53 
in. This is % lb. heavier than the 
muskie that won in 1922. 


Mappes Leaves Winchester 


Frank Mappes, who for a number of 
years has been associated with the 
Winchester sales service department, is 
leaving that organization on Dec. 1. 
Mr. Mappes has made no plans for the 
future. 


Earl Dixon to Manage Maxwell 
Hardware Co. 


Earl Dixon succeeds Leonard Shaw 
as manager of the Maxwell Hardware 
Co., Martinsville, Ind., the latter hav- 
ing resigned. William Dixon, brother 
of the new manager, has accepted a 
position as field man for the company. 


Dunten and Norris Purchase La 
Grange Hardware Co. 


Phillip H. Dunten and Hiram Norris 
have purchased the stock and good will 
ef the La Grange Hardware Co., La 
Grange, Ind., from J. S. Miller. Mr. 
Dunten has been associated with the 
business for many years as salesman. 


Moore Hardware Co. Sold 


A. M. Moore has sold the Moore 
Hardware Co., Elwood, Ind., to King 





|advertising manager’s 
|the Arcade Manufacturing Co., Free- 
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Leesen and Earl Beebe, who have in- 
corporated under the name Elwood 
Hardware Co., at $10,000. Walter 
Moore, who was associated with A. M. 
Moore, is now connected with Compton 
& Sons, Tipton, Ind. 


Simcock Joins Arcade Co. 


A. M. Simeock has just accepted the 
position with 


port, Ill. Mr. Simeock for a number 
of years was associated with the 
Denver Times and assistant to the 
vice-president of the Charles F. W. 
Nichols Company. 


Rolth Purchases Rittmann 
Hardware Co. 


Ed Rolth, Waynesburg, Ohio, has 
purchased the Rittman Hardware Co., 
Rittman, Ohio, from J. C. Landis and 
i. V. Shaffter, who have operated the 
business since 1910. 


New Home for Goble & Barrick 


Goble & Barrick, Jasonville, Ind., are 
moving their hardware and plumbing 
business into new and more spacious 
quarters, corner of Main and Meridian 
Streets. 
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Hutchinson Heads Board of 
Cleveland Chamber of 
Commerce 


Harry Hutchinson, president Luetke- 
meyer Co., Cleveland, hardware jobbers, 
was recently elected president of the 
Manufacturers and Wholesale Mer- 
chants Board of the Cleveland Chamber 
of Commerce. 


G. E. Daughtery Injured 


G. E. Daughtery, Princeton, Ind., 
vice-president Indiana Retail Hardware 
Association, was injured while attend- 
ing an October group meeting at 
Corunna, Ind. Mr. Daughtery took a 
misstep in the dark, fell against the 
bumper of an auto and broke a rib. 


New Store for Morgantown, Ind. 


Thomas Watson, Morgantown, Ind., 
will soon open a new hardware, furni- 
ture and undertaking business in that 
town. 


Bailey Buys Out Myers 


C. W. Bailey has purchased the re- 
tail hardware business of R. W. Myers, 
Arcadia, Ind. 





Dag 


TO 


Make Thanksgiving Pay Its Way! 





WE ARE HAVING COMPANY FOR THANKS 
GIVING- DINNER, DEAR-AND I THOUGHT 

. ID TAKE ARUN DOWN TO THE STORE 
TODAY FOR A NEW ROASTER AND 
SOME DISHES — 








Willits 


GOSH- IVE AN IDEA—IF Nr 
WIFE'S PLANING 70 GET A 
LOT OF NEW STUFF FOR THANKS: 
GIVING !725 ACINCH OTHER 
WOMEN ARE THINKING 








NOW USTEN, JIM, WELL GET UPA Mi 

THANKSGIVING WINDOW—AND PLAY 

UP THE THANKSGIVING. JDEA STROM 
THIS YEAR— 








WITHERS Poon — 





THAT IDEA OF MINE. SURE WAS 
A PIPPIN— MAYBE I HAVENT 
MUCH TO BE THANKFUL FOR THIS 
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Thickand-Thin Numerals 
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Chart showing construction of thick and thin numerals and speed italics 


HE psec eo eae enea senna 


Thick and Thin Roman Numerals and 
Speed Italics for Price Cards 


for show cards and price tickets 
is to first outline in pencil, then 
re-trace over pencil lines with a smal! 
sized brush (No. 6 or 8 brush). When 
the outline is complete, fill in the cen- 
ter of the letter with a larger brush.| 
The writer does not believe the best 
results are obtained by copying the 
numerals in sequence from 1 to 0, as 
shown on the plate. It is better to 
practice them in sets of two and three 
numbers, such as 10c., 25c., 98c., $5.74, 
$63.00, ete. This method not only em- 
ploys all the numerals, but teaches 


[sor best way to make numerals 
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How the combination works out 


BY JOSEPH BERTRAM JOWITT 


space allotment as well and is not so 
tiresome as the old-fashioned method of 
copying them 1, 2, 3, ete. In practicing 
it is not necessary to use good paper. 
Old newspapers will answer just as 
well and the column lines will act as a 
guide. 

In order to make real headway in 
learning show-card writing the student 
should practice systematically a certain 
time every day. It is not so much the 
time given to practice as it is the regu- 
larity and persistent application. 


Two Ways of Learning 


There are two classes of apprentice- 
ship at show-card writing. First, there 
are those who start at the beginning 
and intend to follow show-card writing 
as their vocation. 

The other class is composed of those 
who are interested in learning show. 
card writing only as a side line, hoping 
thereby to increase their earning pow- 
er by making themselves more valu- 
able. It is not necessary for the stu- 
dents in the second class to go into it 
as deeply as those who intend to follow 
it as their life work. These articles in 
HARDWARE. AGE are chiefly written and 
dedicated to the vast army of salesmen 
behind the counter who realize the im 
portance of show-cards and price tick- 
ets and are willing to devote some of 
their spare time to acquire this very 
important business aid. 

What is known as a full sheet of 


cardboard is a regular stock size sheet, 
measuring 22 by 28 in. This may be 
cut up into the following sizes without 
leaving any odd strips of waste card: 
Two half-sheet cards, 14 by 22 in.; four 
% sheets of 11 by 14 in.; eight % 
sheets of 7 by 11 in., and sixteen cards, 
5% by 7 in., and thirty-two cards, 3% 
by 5 in.; down to very small tickets 
measuring 2% by 3%. For variety of 
style or to suit the display space, these 
tickets may be lettered either upright 
or landscape. Upright means the 
smaller dimension at the top and land- 
scape means the reverse. If the begin 
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Ouickly done yet effective 
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ner wilh study the numerals shown in 
the accompanying chart, he will see the 
rough sketches of the brush in all the 
correct positions necessary to complete 
the nine figures and zero. 

Notice that nearly all the strokes are 
made from left to Fright. When making 
all the plain upright or perpendicular 
strokes the brush is held directly in 
front of you, with the handle at an 
angle of about 45 deg. The arrows 
point in the direction the different 
strokes are taken. Be sure to keep the 
fingers well down on the handle of 
brush and also not to grip the brush 
too tightly. 

If possible, it is always a good plan 
to rig up a suitable place to work. 
Natural light is of course much better 
than gas or electricity, both for the 
eyes and for good judgment in laying 
out your work. If it is not possible or 
convenient to work by daylight, the 
artificial light should so be arranged 
that it will not cast a shadow upon your 
work. 

A hardy portable slanting drawing 
board may be made of compo or beaver 
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Another exampte of numerals and 


in combination 


italics 


hoard by observing the following direc- 
tions: 


The length should be about 36 in. 
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and the width about 24 in. The height 
at the central portion at the extreme 
should be about 8 in. and the lower por- 
tion about 2 in. This will give the 
necessary incline so the student will get 
the proper perspective on his work. A 
yardstick should then be nailed along 
the side of board at the left edge. This 
will greatly facilitate the process of 
raeasuring off and laying out show 
cards. A 24-in. “T” square will permit 
the drawing of accurate horizontal 
lines, if the yardstick is secured mathe- 
matically accurate at the edge of draw- 
ing board. 

More than half the success in show- 
card writing depends upon the lettering 
brushes and ink used. Only the very 
test brushes should be considered. 
These should be of red sable hair in 
nickel ferrules. The following popular 
sizes are most used: Nos. 5, 8, 10 and 
12. The following brands of prepared 
show-card ink will give satisfaction: 
“Devoe,” ‘“Bissels,” “Davids,” ‘“Will- 
ers.” These inks may be used with the 
lettering pen if thinned with water to 
the proper working eonsistency. 


Hardware Store Puts Duluth on the Football Map 


Kelley-Duluth Co. Represented by Team That 
Helps Build Sporting Goods Business 


HE aggressive young men shown 

in the illustration are members of 
the Kelley-Duluth Co., Duluth, Minn., 
football team. This well-known hard- 
ware firm has put out a football team 
that is adding to the laurels of the 
company and bringing in a lot of sport- 
ing goods business. 

At the time this was written the team 
had not been defeated, and, of course, 
that meant a lot of headlines in every 


Top row, left to right: 
of team and mgr. 


Rooney, end; H. Kiley, tackle; 


end; 


Sam Kearnes, trainer: 
of sporting goods department. 


M. Morris, guard; 


paper carrying sporting news. It also 
means that every sportsman has learned 
to know about the Kelley-Duluth team, 
which is in the Professional League 
composed of teams from Minneapolis, 
Chicago, Canton, Hammond, Green 
Bay, Akron, Milwaukee and _ other 
cities of football fame. 

-An entire page was devoted to the 
team in one of the Duluth papers be- 
fore one of the games. Evidently the 


“Doc” 


W. Gilbert, capt. and halfback; Dewey Scanlon, mgr. ; 
Second row: A. Johnson, left tackle; J. Sternaman, coach and quarterback; 
A. McDonald, halfback; R. Method, halfback; B. Harris, fullback; W. Rooney, fullback; R. Dunn, tackle. 
Williams, guard; J. Madigan, center ; 
R. O’Donnell, end, and Jimmie Kearnes, mascot 


whole town is backing this hardware 
team. Merchants of all kinds put their 
advertisements on this particular page, 
boosting the Kelley-Duluth outfit. 
This is a great piece of advertising 
for this hardware firm, and it is a defi- 
nite business builder. The picture 
shows those of the firm who are 
actually backing the team in the field, 
but it receives the loyal support of 
every individual on the payroll. 


M. C. Gebert, president 


Bottom row: J. 
W. Stein, guard; I. Haaven, 
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Secretary Mellon Urges Comprehensive 
Tax Reduction Project 


Would Cut Levy on Earned Incomes—Renews Recommendation 
for Lower Surtax Limit—Suggests Reductions 


(WASHINGTON, D. C., Nov. 19, 1923) 


ASHINGTON has talked of lit- 

tle else during the past week 

than Secretary Mellon’s compre- 
hensive project for reducing taxation. 
To the tired business man it has come 
like a refreshing sea breeze in the sul- 
try dog-days. 

Quite as significant as the project 
itself is the authoritative statement 
made by Mr. Mellon that before giving 
his plan to the public he had secured 
for it the approval of the majority 
leaders of the Senate and House. This 
means that there is an excellent pros- 
pect that Congress at its coming ses- 
sion will adopt the Secretary’s recom- 
mendations, lifting the heavy burden 
of taxation from the shoulders of the 
people and striking off the shackles 
which now hinder the development of 
productive industry. 

Without flourish of trumpets, with 
no press agent to herald his accom- 
plishments, Andrew W. Mellon is rap- 
idly earning the reputation of being 
one of the ablest financiers who has 
ever managed the affairs of the Fed- 
eral Treasury. But had he accom- 
plished nothing heretofore, the enact- 
ment of his pending tax reduction pro- 
ject would entitle him to rank with the 
strongest men who have ever presided 
over the nation’s finances. 


A Pleasing Paradox 


Almost paradoxical is the astonishing 
fact that while the Mellon plan proposes 
a net reduction of no less than $222,- 
900,000 in the tax burden of the people, 
it is altogether probable that within 
two or three years this initial loss to 
the Treasury will be more than recouped 
through the increase in taxable incomes 
brought about by the abandonment by 
men of large wealth of tax-exempt se- 
curities in favor of the preferred stocks 
and bonds of sound industrial corpor- 
ations. It would seem, therefore, that 
the Secretary of the Treasury has ac- 
complished the apparently impossible 
feat of devising a scheme whereby every 
class of taxpayer can be relieved of sub- 
Stantial burdens without in any way 
curtailing the Federal revenues beyond 
the next two or three years. 

Mr. Mellon makes no claim to politi- 
cal sagacity. With the cool judgment 
of a trained financier, and with no 
thought of political advantage for him- 


Aggregating $222,000,000 
By W. L. CROUNSE 


self or his party, he hews to the line 
and lets the chips fall where they 
will. 

It is an interesting fact, however— 
and one that will be seized upon by 
critics anxious to show that the Secre- 
tary has been actuated by political mo- 
tives—that of the entire saving to the 
taxpayers projected in the Mellon plan 
about 70 per cent of the reduction will 
be enjoyed by individuals having in- 
comes of $10,000 per annum or less, 
while less than 5 per cent will be saved 
by those whose incomes fall in the 
brackets of over $100,000. 


What of the Soldiers’ Bonus 


But the shadow of the soldiers’ bonus 
falls athwart this pleasing prospect. 
Mr. Mellon realizes this fact, and in 
forcible language, in the carefully pre- 
pared letter embodying these recommen- 
dations which he has forwarded to 
Chairman Green of the House Ways 
and Means Committee, he points out 
the great advantages to the country 
at large that will flow from a substan- 
tial reduction in the taxes borne by 
all classes as compared with the bene- 
fits to be derived by a comparatively 
small number of able-bodied ex-soldiers, 
in whose interest it is proposed to sad- 
dle the Treasury with obligations that 
will prevent any lifting of the burdens 
of the people for many years to come. 
In this connection Mr. Mellon says: 

“The recommendations for tax reduc- 
tion set forth in this letter are only pos- 
sible if the Government keeps within 
the program of expenditure which the 
Bureau of the Budget has laid down 
at the direction of the President. New 
or enlarged expenditures would quickly 
eat up the margin of revenue which 
now appears to be available for reduc- 
ing the burden of taxation, and to em- 
bark on any soldiers’ bonus, such as 
was considered in the last Congress, 
or any other program calling for sim- 
ilarly large expenditure, would make 
it necessary to drop all consideration 
of tax reduction and consider instead 
ways and means for providing addition- 
al revenue. 


Would Increase Taxation 


“A soldiers’ bonus would postpone 
tax reduction not for one but for many 
years to come. It would mean an in- 
crease rather than a decrease in taxes, 


for in the long run it could be paid only 
out of moneys collected by the Govern- 
ment from the people in the form of 
taxes. 

“Throughout its consideration of the 
problem the Treasury has proceeded on 
the theory that the country would pre- 
fer a substantial reduction of taxation 
to the increased taxes that would neces- 
sarily follow from a soldiers’ bonus, and 
I have faith to believe that it is justified 
in that understanding. Certainly there 
is nothing better calculated to promote 
the well-being and happiness of the 
whole country than a measure that will 
lift, in some degree, the burden of 
taxation that now weighs so heavily 
on all.” 

Here is the Mellon tax reduction plan 
in a nutshell: 


Details of Mellon Project 


1. Make a 25 per cent reduction in 
the tax on earned income as com- 
pared with income received from in- 
vestments, etc. Estimated reduction in 
taxation, $97,500,000 per annum. 

2. Where the present normal tax is 
4 per cent, reduce it to. 3 per cent, 
and where the present normal tax is 8 
per cent, reduce it to 6 per cent. Esti- 
mated reduction in taxation, $91,600,000. 

3. Reduce the surtax rates by com- 
mencing their application at $10,000 in- 
stead of $6,000, and scaling them pro- 
gressively upward to 25 per cent at 
$100,000. Estimated reduction in taxa- 
tion about $100,000,000 the first year, 
but with a substantial increase after 
the second year. 


Limit Deductions for Losses 


4. Limit the deduction of capital 
losses to 12% per cent of the loss. Esti- 
mated increase in taxation, $25,000,000. 

5. Limit the deductions from gross 
incomes for interest paid during the 
year and for losses not of a business 
character to the amount the sum of 
these items exceeds tax-exempt income 
of the taxpayer. Estimated increase in 
taxation, $35,000,000. 

6. Tax community property income 
to the spouse having control of the in- 
come. Estimated increase in taxation 
$8,000,000. 

7. Repeal tax on telegrams, tele- 


wn 
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The 


T the Atlantic City Convention in a manufac- 

A turers’ group meeting there were some very 

interesting talks on the subject of simplifica- 

All of us know that business has become too 
It is unnecessarily complicated. 


tion. 
complicated. 


All of us know, for instance, that when we buy a 
line of goods the very small sizes and the very large 
sizes are slow movers. We know that the sizes in the 
middle of the line as a rule are the best sellers. Take, 
for instance, a line of shears. We know the best 
sellers are 7 and 8 in. We know that 6 in. and 12 in. 
move very slowly. We even know in many lines that 
14 sizes are bought, for instance, 61% in., when 6 and 
7 in. are also in stock. If we stop to think, we know 
that if we did not have the 61% in., either the 6 in. 
or the 7 in. could be sold. In other words, the %4% 
sizes could be eliminated. 


As a matter of fact, today in all lines of merchan- 
dising, one-third of the entire capital invested in 
business is tied up in slow moving goods. This is 
just as true of the small retail merchant’s stock as 
it is of the stock of the largest jobber in the country. 


The writer recently was interested in the sale of 
a large jobbing business. There had been experienced 
buyers in this business. Before this business was 
sold the buyers were asked what was the percentage 
of dead stock each one had in his department. Some 
of these buyers admitted to as much as 10 per cent. 
When, however, it came to selling out the various 
departments for cash when each item was put under 
the microscope by the buyer, it was found that a 
very different situation existed. The buyer and 
selling records were examined and it was found that 
a very heavy percentage of the goods had been bought 
in quantities out of all proportion to their sales. When 
we asked these buyers why, for instance, they bought 
a gross of a certain item in one order when the rec- 
ords indicated that they only sold three dozen in six 
months, the answer was that they had to buy the 
gross in order to get the inside price from the manu- 
facturer. In other words, in order to save 5 per cent, 
they bought a two years’ stock. 


Then in the case of other goods, we found that 
certain lines had been bought when there were other 
lines already in stock almost a duplicate of the lines 
purchased. It was not necessary to have both lines. 
If the new line was needed, the old line should have 
been sold out before the new line was purchased. In 
some cases new goods, that had never been introduced 
to the trade, were bought in large quantities. There 
was absolutely no demand for these goods because 
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Meaning of 


the consumers did not know that such goods existed, 
We asked the buyers why they bought these goods, 
The poor buyers simply shook their heads and could 
not explain. One buyer, however, somewhat more 
frank than the others, said that he “guessed a super- 
salesman hypnotized him into a trance and got his 
name on the dotted line before he recovered.” All 
through the stock of this large wholesale house we 
found evidence of the work of the super-salesman. 


Thirty-three and one-third per cent of the goods 
of this jobbing house could not be sold for cash at 
a better figure than 75 cents on the dollar. Stop and 
figure the loss. Now as I have stated, this is not an 
unusual case. In our opinion if 75 per cent of the 
jobbing and retail hardware stocks of the country 
were sold for cash exactly the same condition or 
worse conditions would prevail. It therefore must 
be evident to anybody that the first thing to be con- 
sidered in buying, before price, is the salability of 
the goods. Unfortunately in hundreds of stores these 
dead goods are being carried on the inventory year 
after year and show up as a 100 per cent real asset. 
Merchants figure their profits, giving these goods 
credit for being worth the price paid for them. If, 
all over this country at the stock-taking time at the 
end of 1923, goods were priced at their actual cash 
selling value, what a shrinkage there would be in in- 
ventories. But, on the other hand, why should mer- 
chants go on fooling themselves about this condition? 
Why should they look over their figures and congratu- 
late themselves upon having made a certain profit on 
the year’s business when they know if their inventory 
were priced based upon the salability of the goods 
that there would be an entirely different showing? 
Taking an inventory at the cost price of the goods or 
at the market price and disregarding what these goods 
are worth in the open selling market is a good deal 
like the man who would cheat playing solitaire. It 
takes the optimistic spirit to cheat at solitaire. Prob- 
ably a pessimist would not cheat. 


We are now approaching the end of the year when 
all of us will take our annual inventories. How are 
these inventories to be taken? Do we propose to take 
all of these dead goods and slow sellers we have ac- 
cumulated as worth 100 cents on the dollar? That 
of course is a question for the management of each 
house to decide. Most houses, both large and small, 
these days are divided into departments and a great 
deal of this solitaire cheating comes about because 
the head of each department takes his own inventory 
and figures out his own showing for the year passed 
on this inventory. Naturally it is to the interest 
of the head of the department to make a good show- 
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Sim plification 


ing and in too many cases there is no one in the busi- 
ness who knows enough or who cares enough or who 
is willing to work hard enough to check back this 
showing based on inventory and actually figure out 
just what it means. 


Now in conclusion, let me offer just a simple sug- 
gestion that could be made a very valuable one in any 
jobbing or retail business: Every jobbing house has 
its catalogs or price books. Why would it not be 
a good idea between now and the end of the year to 
carefully go over the buying and sales records of each 
line of goods and each size of each line of goods 
and decide the goods that move or the size of the 
goods that move? Why would it not be a good idea 
to adopt a system either in the catalogs or the price 
books of putting a star or a check or simply a mark 
under the sizes that are the best sellers? The other 
sizes could be left without this mark. Then the buyers 
the coming year in buying could be instructed to buy 
very sparingly and carefully of all lines of goods in 
the catalog or price book not so marked. The sales- 
men could be instructed in selling just as far as 
possible to confine their sales to these marked sizes. 


If, both in the selling end of the business and in the 
buying end, this plan should be conscientiously fol- 
lowed, what would be the result? Business on car- 
riage bolts, machine bolts, screws and a thousand 
and one other items would gradually concentrate on 
the staple sizes. As sales fell off on the odd sizes 
they could be dropped from stock and eventually 
dropped out of the catalog. Now of course I can 
hear some of my hardware friends laugh at this 
suggestion. I know the suggestion is too simple. It 
should be more complicated in order to command at- 
tention. 


Doesn’t every experienced traveling salesman know 
that hundreds of retail merchants buy almost every 
size of a line just because these sizes are listed? They 
do not stop to figure out the best sellers. They do not 
stop and think what sizes might be eliminated. They 
usually have bins or pigeon holes for these goods that 
were figured out in the beginning from a screw, car- 
riage bolt or machine bolt list. The grand idea is 
that every one of these bins afterward should be kept 
full and the buyer in buying as a rule goes to his 
bins and when he finds one of them empty he fills up. 
He never figures out, however, how long it will take 
that bin to empty itself. Now a salesman in selling 
new stocks and in selling customers who are very 
free buyers simply turns to his list and sells all 
he can from this list, in many cases utterly regard- 
less of the sizes that sell the best. I believe—and I 


have had some experience—that in every complete 
new stock of hardware sold by a jobber, even by a 
fairly conscientious salesman, just as soon as these 
goods are put on the shelves of the customer fully 
33 1-3 per cent of the stock is composed of dead goods 
or slow sellers. This customer proceeds to sell and in a 
very short time he is out of goods. What is he out 
of? The staple sizes. He buys these over again so he 
proceeds to do business, probably operating on not 
more than 50 per cent of his entire investment. 


The retail merchant, if he has a price book or if he 
marks one of the large jobbers’ catalogs with the list 
of goods that he intends to carry, can simplify his 
buying by simply checking in this catalog the best sell- 
ing items. A simple method would be to check the 
item and the size every time he buys it. It might 
only be necessary for him to make a single dot under 
the size in the catalog with his pencil. These marks 
would soon indicate to him from his buying how his 
sales were progressing. Then he could start a sys- 
tem of simplification and elimination by substituting 
and working off the odd sizes that do not sell. 


Of course this article is so simple and so self- 
evident and so plain that I suppose I am foolish even 
to write it but you know some of the most serious 
things in the world are the very simple ones. The 
other night I was sitting in a restaurant chatting 
with a literary friend of mine and he said he was at 
work on a wonderful story. “What is the plot?”—I 
asked. ‘“Well’—said he—‘“it is such a simple plot 
that it is going to surprise everybody who reads the 
story. The hero of my story starts out in life to 
make money. He devotes all of his time and atten- 
tion to chasing the Almighty Dollar. Now just at 
the time he starts to chase the dollar a microbe in 
his system, working on the inside, starts to chase 
him, so the plot of my story is —which will get there 
first? Will the hero gather his fortune together be- 
fore the microbe gets him or will the microbe ‘succeed 
in his quest for the hero’s life before the hero makes 
his fortune? Now—said he—‘“don’t you think that’s 
a great plot?” “That’s a fine plot”—I answered. “But” 
—said the author—“I am afraid it is too simple. It 
is too self-evident.” All of us know that every day 
each one of us is running a race with our microbes 
and it is just a question as to which will win out. 


Many a wholesale and retail business is running 
a race not with the microbe but with their accumu- 
lation of dead stock. Which will win out—the busi- 
ness or the dead stock? That is the application of the 
story. 

“THE SALES MANAGER.” 


UT | 








imagine what 
they want and then go oul and 
get it. It works just the other way 
’round—they see things and then 
imagine that they want them. For 
this reason alone millions are spent 
each year in newspaper _illustra- 
tions, window displays and mailing 
campaigns. The big idea is to 
show the article first. If the origi- 
nal cannot be shown then pictures 
are made or letters written about it. 
It is all important to get a picture 
of that merchandise in the custo- 
mer’s mind. If he needs the article, 
seeing it, looking at the picture or 
reading about it, will make him 
want it and he will buy. 


1 EW people in this world can 
sit down and 


Showing Means Selling 


Modern merchants do not hide 
their stock. To do so, is to keep it 
out of the sight of customers and 
consequently out of their minds. 
Show them, then sell them, is the 
way it works. 

This is particularly true of sea- 
sonal merchandise. A man may 
need a certain article but the 
chances are slim of his getting it 
unless it is absolutely essential to 
the completion of whatever work he 
has in hand. Absolute need of mer- 
chandise kept the old time merchant 
going. It did not make so much 
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Inside Windows 


Warm Up 


Interest in 


Electric Heaters 


Interior display used by 
Raymer Hardware Co. 


difference whether he displayed the 
goods or not because he usually had 
no competition and was called upon 
to supply everything that people 
asked for. 

Modern merchandising, however, 
is. different. Even in the small 
towns, people can pick up practically 
the same article in many different 
places. Consequently, the merchant 
who gets the business is the one 
who first puts the merchandise in 
front of the prospective customers. 

When the season for certain 
classes of merchandise arrives it 
is time for every merchant han- 
dling these goods to get them out 
where people can see them. You 
never know when a man walks in 
the store for 25 cents’ worth of 8 
penny nails if he is a prospect for 
anything else. This man may need 
a number of things but he may not 
think to ask for them. As a matter 
of fact, it is impossible for the 
average human mind to remember 
everything. 


Play Up Seasonal Goods 


The Raymer Hardware Co., St. 
Paul, Minn., firmly believes in 
showing seasonal goods as_ they 
should be shown. This store has 
two inside show windows, just at 
the right of the door. They are 
always filled with seasonal sugges- 


tions. The accompanying illustra- 
tion shows one of these cases filled 
with electric reflector heaters. The 
adjoining .one featured mail boxes. 
The mail box is an easy item to for- 
get, but not when one happens to 
see them ready to be wrapped up. 
Ordinary sales on mail boxes would 
be small if they were in a drawer 
out of sight, but out in plain view, 
it is another story and consequently 
sales jump because the merchandise 
a man needs is right in front of 
him. , 

How many reflector type heaters 
could a man sell if he kept them out 
of sight? Suggestions as to other 
merchandise, when a sale is being 
made, have a definite place in sales- 
manship, but they go over a lot bet- 
ter if the merchandise is out where 
the customer can turn around and 
look at it without waiting for the 
salesman to climb a ladder or go 
into a drawer. 


Educate Your Community 


Merchant after merchant, who 
keeps fresh snappy windows, will 
tell you that he can expect 100 per 
cent increase in his sales on those 
items displayed. Other merchants 
say they can’t pull extra business 
with their windows. They are 
right, because they have not edu- 
cated their community to watch 
either their windows or their ad- 
vertisements. Get the seasonal mer- 
chandise out where it can be seen, 
educate your community to see it 
and look for it and then—sell it. 
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Trade Favors Cut in Taxes 
—Brisker Trading Reported 


majority in the hardware trade as one of the most favorable factors for the crea- 


[T= tax reduction proposal made by Secretary Mellon seems to be regarded by a 


tion of business confidence that has been introduced into trade discussions for 


some time. 


If a tax reduction is passed by Congress, many hardware merchants believe 


that it will make possible lower costs and consequently larger buying. 
Reports from wholesale centers indicate that holiday buying is improving, and that 


the demand for regular seasonal staples is consistent. 


Prices continue to fluctuate. 


Several advances and reductions were made effective during the week. 
Deliveries have materially improved, and it is said in some sections that manufac- 


turers are anxious to obtain larger orders. 


Retailers continue to show reluctance about 


placing liberal orders for spring goods with jobbers. Collections throughout the country 


are said to be fair. 





Manufacturers Price Changes 
'o) 


MERICAN BRASS CO., Waterbury, Conn., has ad- 

vanced prices on all brass products ‘4c. per |b. 

The Eureka line of cotton mops has been advanced about 
10 per cent. 

White duck for roofing has been advanced by some 
manufacturers about 10 per cent. 

Black & Decker Mfg. Co., Baltimore, Md., has reduced 
its half inch special electric drill from $68 to $58 each. 
Its No. 1 electric valve grinder has been reduced from $45 
to $34 each. 

D. Eddy & Sons Co., Boston, Mass., refrigerator manu- 
facturers, have issued new lists for “next season showing 


an advance of about 10 per cent. 

Manufacturers of nickel plated copper tea kettles and 
wash boilers are reported to have made slight reductions 
on their list prices. 

Brown & Sharpe Mfg. Co., Providence, R. I., has issued 
new price lists on tool cases. On sizes 3/16ths in. thick 
up to % in., 1 in., and 1% in. Prices are said to be ap- 
proximately 25 per cent higher. 

Fayette R. Plumb, Inc., Philadelphia, Pa., has an- 
nounced the following price reductions to jobbers: ham- 
mers, 10 per cent; hatchets and adzes, 12% per cent; 
broad axes, 15 per cent. 





Price Changes from Jobbing Centers 


NEW YORK.—Some of the local job- 
bers have received new prices ‘from 
manufacturers of hammers and hatchets 
which are said to show a reduction of 
about 12% per cent on the better 
grades and somewhat more on the 


cheaper. No other price changes of 
moment were made effective, and not 
all of the local wholesalers have re- 
ceived new hammer and hatchet prices. 
Brisker buying was reported during the 
past week. 


CHICAGO.—Local distributors sent 
cut the hammer and hatchet price 
changes the day the cut was announced 
by the manufacturers, but due to the 
fact that some of the manufacturers’ 
previous advances had not been wholly 
passed on to the retailers, the adjust- 
ment, on the whole, was not as great 
ag that made by the factories on their 
“sheet” prices which amounted to 12% 
per cent on first quality grades and 
from 20 to 25 per cent on cheaper lines. 

Linseed oil declined 2 cents per gal- 
lon and turpentine dropped 16 cents 
after the 7 cents advance last week. 

Axe prices were reaffirmed for the 
balance of the season. 

Price concessions are being made on 


quantity orders of eye hammers, sledges 
and sheets. 

BOSTON.—Advances continue to out- 
number declines in the hardware price 
changes reported since last reports. 
On the upside we have advances of 10 
per cent in larger and longer sizes of 
stove bolts, cotton mops, cotton duck, 
poultry wire staples and refrigerators, 
% cent a pound in all brass products, 
and about 20 per cent in two sizes of 
tool cases made by the Brown & Sharpe 
Mfg. Co., Providence, R. I. On the 
other side of the slate we have a slight 
decline in oil cans, a drop of 10 per 
cent in agricultural wrenches, 5 per cent 
in nickel plated copper tea kettles and 
wash boilers, and a material drop in 
two grinding items made by the Black 
& Decker interests. 

PITTSBURGH.—The only changes 
in prices in the local market in the past 
week that are worthy of note were in 
rig iron, which has further gone off 
from 50 cents to as much as $1.50 per 
ton. Finished steel prices are quite 
firm, with only two or three exceptions, 
makers having adopted the policy some 
months ago of restricting output to 
meet current demand, rather than to 


cut prices which would only demoralize 
the whole market. There was a reduc- 
tion of $5 per ton on ground shafting 
in the past week. The reduction in 
vrices on hatchets and hammers was 
expected by the trade here, and further 
reductions on other hardware products 
are looked for in the near future. For 
this reason the local hardware trade 
continues to buy goods very cautiously, 
and only in small lots to meet early re- 
quirements. 


CINCINNATI.—Few price changes 
are being made. A slight reduction in 
some items of builders’ hardware, prin- 
cipally cast bronze goods, was put into 
effect, and cast iron sash weights have 
dropped $4 per ton. Wood handles 
have been advanced sharply, and sash 
cord is up 2 cents to 3 cents per Ib. 
Reports of price shading are current 
in some lines, but this is not confirmed. 
General price situation shows stability. 


TWIN CITIES.—There has been no 
price change of note during the past 
week and market conditions remain 
rather quiet. No price changes of note 
are expected during the balance of the 
year. 
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Prices Rising Higher 
in Copper Market 


Low Domestic Stocks and Heavy 
Export Demands Responsible 


A good deal of interest is being shown 
to copper in the local market. The 
current demand is brisk from both 
domestic and foreign buyers. 

Commenting on the situation, the 
Engineering and Mining Journal Press 
says: 

“When the history of the copper mar- 
ket shall have been written for the 
current year the chances are good that 
the week just ended will go down as 
one of the best of the period. Practi- 
cally all copper producers participated 
in the business, either in domestic or 
foreign transactions. Heavy tonnages 
were sold every day to both wire mills 
and brass manufacturers, price in- 
creases being fully justified by the vol- 
ume of sales made. Last Thursday 
copper sold for 12% cents per pound 
delivered; today it can be obtained for 
13% cents with difficulty, and most 
producers are on a 13%-cent basis. In 
cther words, the price of copper has 
risen 5% of a cent in the short space of 
six business days. The tendency is still 
upward. 

“As soon as it became apparent that 
the corner in the copper market had 
been turned, or that prices had reached 
bottom, consumers made an effort to fill 
their requirements. Their stocks doubt- 
less had become low, as they had re- 
frained from buying on the decline. 
This buying wave struck the producers 
with such suddenness that prices quick- 
ly rose. Sales have been made chiefly 
for delivery during December, Janu- 
ary and February. Some consumers 
are interested in quotations beyond 
that month, but only a few producers 
are willing to quote further ahead. 
Copper is still selling at abnormally 
low prices and remains a bargain.” 


Supply of Nails Ample 
in New York 


The supply of nails in New York has 
increased during the past few weeks to 
such an extent that the market price 
is being cut more frequently, it is said, 
than it has been for several months. 
Neither retailers nor jobbers seem to 
be experiencing any difficulty in getting 
any quantity desired, and some retail- 
ers report that they have reason to be- 
lieve that some of the nail mills want 
orders. 

It seems doubtful, however, in the 
opinion of some authorities in the nail 
market, that there will be any great 
price reductions or the creation of ex- 
cess stock because of the consistency of 
demand from all parts of the country, 
and particularly from sections where 
building operations are under way and 
in prospect. 


The jobbers’ base price on wire nails 
in the New York market at present 
ranges from $4.25 to $4.35 per keg. 





Axe Prices Reaffirmed in 


New York Market 


Inquiries made by HARDWARE 
AGE representatives during the 
past week in the New York mar- 
ket regarding the possibility of 
lower axe prices corroborate the 
opinions jobbers have made re- 
cently that there will be no price 
changes for the balance of this 
year. In view of the 12% per 
cent reduction on hammers and 
hatchets that became effective 
during the past week official veri- 
fication that axe prices will not 
be lower may, it is said, be re- 
garded as significant. 











Stocks Being Simplified— 
Inventory Ahead 


Many of the jobbers in the New 
York market are beginning to consider 
the taking of inventory, and as a con- 
sequence some have already begun to 
simplify their lines by eliminating dead 
stock, excess varieties, and duplicated 
patterns. 

One of the large New York jobbers 
has already efected a_ simplification 
that will eliminate 2200 individual 
items which he has been carrying in 
stock. 

It is perhaps somewhat significant 
to note that the simplification move- 
ment during the past year has spread 
with surprising rapidity among many 
of the jobbers and retailers in the local 
market. Many local firms have demon- 
strated to their own satisfaction that 
they can increase their turnovers ma- 
terially by weeding out non-essential 
items and articles that are of dubious 
value in the present market. 


Screen Cloth Consumption Next 
Year—550,000,000 Sq. Ft. 


Next year’s consumption of fly and 
insect screen cloth in this country is 
estimated at 550,000,000 square feet, in 
a report made public today by the 
Copper and Brass Research Associa- 
tion, disclosing the results of a coun- 
try-wide screening survey which it has 
just completed. 

The survey disclosed among other 
facts that more than 100,000,000 sq. ft. 
of insect screen cloth is required an- 
nually to replace screens which _ be- 
come useless through rust. It further 
shows that, based upon consumption 
figures for past years, copper and 
bronze screen cloth will make up 10 
per cent of the total screen cloth con- 
sumption, or 55,000,000 sq. ft., consum- 
ing a total of 8,250,000 lb. of copper. 


Building Trades Ask 
$1 Increase 


Cost of Building Will Mount 
if Granted, Say Employers 


Building tradesmen who are mem- 
bers of the Building Trades Council 
have demanded of their employers an 
increase of $1 a day. The various 
trades in the association are asking 
that they receive $11 a day instead of 
the present $9 in basic wage and $1 
bonus, and that they be given a two- 
year contract, beginning Jan. 1. 

The employers are to give their de- 
cision when the matter comes up for 
vote this week. At the Building Trades 
Employers Association, 30 West Thirty- 
third Street, some of them are said to 
be willing to grant an increase of 50 
cents a day and arrange an arbitration 
of the difference. Others contend that 
if the extra money demanded is given 
it would add $25,000,000 to New York 
City’s annual building costs. The brick- 
layers are said to be receiving $12 a 
day, the marble workers $11.50 a day, 
and the carpenters and painters are re- 
ported to be negotiating with their 
employers. 


Jobbers View Hammer Cut 
with Apprehension 


Some of the New York jobbers have 
received notification from manufactur- 
ers that a reduction of 12% per cent 
has been made effective on the better 
grade hammers and hatchets. All of 
the local jobbers have not as yet re- 
ceived new prices. 

This reduction is regarded by a num- 
ber of the local jobbers and retailers 
as detrimental. Jobbers’ stocks, for 
the most part, are fairly large. They 
say they will be forced to take a loss, 
and that a reduction of this kind at 
present will make the retailer buy with 
more caution. Some go so far as to say 
that they believe holiday buying will 
he somewhat affected, because retailers 
will exercise greater caution in order 
to avoid overstocking themselves with 
goods on which they feel they might 
have to take a loss. 

There are others, however, in the 
local market who see in this reduction 
verification of their own predictions 
that tendencies are moving toward 
lower prices. 


Oil and “Turps” Quiet 


Turpentine and linseed oil are in 
consistent demand in the New York 
market although no large buying is 
being done. 

Spirits of turpentine in bbls., yard 
basis, is quoted at 98 to 99 cents. Lin- 
seed oil, in less than car lots is quoted 
at 95 to 98 cents; in less than five bbls., 
98e. to $1.01. 
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Holiday Merchandise 
Quotations 


Retailers are beginning to show in- 
terest in holiday goods and jobbers re- 
port orders for holiday specialties, and 
especially tools, packed in holly cartons. 

Some of the holiday articles that are 
particularly in demand are as follows: 


Drills.—Yankee automatic drills, No. 41, 
$1.74 each (in holly cartons). 

Saws.—Disston American Boy saw, $1.82 
cach (in holly cartons). 

Wrenches.—Walworth  Stillson 
10 in., 95c. each (in holly cartons). 

Screwdrivers.--No. 30 Yank screwdriver, 
$2.01 each (in holly cartons). 

Pyrex Ware.—Round pudding dishes, No. 
120, 938%c. each; No. 121, 80c. each; No. 
122, 66%4c. each; No. 123, 56%4c. each; No. 
124, 40c. each. Square pudding dish No. 
S00B, 83%c, each; square casserole, No. 
800, $1.50 each: round casserole, No. 100, 
$1.66% each; No. 101, $1.3314 each; No. 
102, $1.1624 each: No. 103, $1 each. Oval 
casseroles No. 193, $1 each: No. 190, $2 
each. Oblong utility dish, No. 231, 6624c. 
each; No. 232, $1.16% each; round pie 
plates, range from 50 to 73%4ec each. Fish 
or meat platters, No. 313, $1 each: No. 315, 
$1.331%4 each; serving tray No. 710, 66%4c. 
each; round custard cups, No. 
each: Pyrex gift set No 5. $3.3: 
hovsehold set No. 10, 36.63% per 


wrench, 


CURRENT MARKET QUOTAT 


The following are jobbers’ quotations 
on some of the seasonable lines prin- 
cipally in demand: 

ASH SIFTERS.—Rotary ash sift- 
ers, $2.10 each. 

AXES.—Handled axes, 2% to 3 Ib., 
$19.25 per doz.; 3% to 3% Ib., $19.25 
per doz.; 3% to 4% Ib., $19.75 per 
doz.; 4 to 5 lb., $20.25 per doz.; 4% 
to 5% Ilb., $20.75 per doz.; 5% Ib., 
only, $22.75 per doz. 

House axes, 2% Ib., 19 in. handles, 
$14.25 per doz. 

BOLTS AND NUTS, — Common 
carriage bolts, small, 30 to 30-10 per 
cent; large, 30 to 30-10 per cent. 

Machine bolts, small, 40 to 40-10 
per cent; large, 40 to 40-10 per cent. 

Lag screws, 40 to 40-10 per cent. 

Stove bolts, 70-10 to 75 per cent, 
both flat and round head. 

Sink bolts, 70-10 to 75 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 40-5 per cent. 

Serew anchors, 75-10 per cent. 

Lag screw shields, 80-15-5 per cent. 

Machine bolt shields, 60-10-5 per 
cent, 

FURNACE SCOOPS, — Furnace 
scoops, hollow back, steel D handle, 
19e. each. Long handle, 52c. each. 
Hollow back, wood D handle, 63c. 
each. All less 5 per cent for bundle 
lots. 

GALVANIZED PAILS,.—Galvanized 
pails, 8-qt., 19c. each; 10-qt., 22c. 
each; 12-qt., 24c. each; 14-qt., 27c. 
each; 16-qt., 32c. each. 

Heavy galvanized pails, 12-qt., 35c. 
each; 14-qt., 40c. each; 16-qt., 46c. 
each. 


Percolators.—Universal colonial pattern 
No. B-9646-N, $12.15 each; Continental 
pattern, No. E-9876-N, $7.10 each 
Toasters.—Standard model, $4.56 each; 
DeLuxe model, $5.97 each; Reversible 
model, $6.08 each. 

Grills—Snap switch gerill, $9.20 each; 4 
heat oblong grill, $7.80 each; waffle iron, 
$9 20 each. 

Vacuum Cleaners.—Universal No. 5720 
$35 each; No. F7201, $41.50 each. 


Mail and Phone Orders 


on the Increase 


Jobbers report a steady increase in 
the number of mail and phone orders 
that they receive daily. Two reasons 
are advanced in explanation of this. 
The first is that dealers’ stocks are 
low and that in order to meet cus- 
tomers’ demands they are forced to 
cull on the jobber more frequently than 
they would if their stocks were larger. 
The second reason is that holiday buy- 
ing has started and dealers are placing 
a certain number of “fill in” orders as 
early as possible. These reasons are 
offered in explanation for telephone 
business and mail orders. 





Galvanized tubs, No. 1, 69%c. each; 
No. 2, 78c. each; No. 3, 9le. each. 


ICE SKATES.—Ice skates (Union 
Hardware)—No. 1624, 80c.; No. 
1624%, $1.15; No. 1724%, $1.43; No. 
1824, $1.88; No. 192414, $2.80; No. 
524%, $1.21; No. 424%, $1.53; No. 
724, $2; No. 92414, $2.94; No. 5%, 
88c.; No. 7, $1.50; No. 9, $2.50; No. 
OX3, $2.38; Donoghue, $5; Ext. Bob, 
plain, 53c.; Ext. Bob, nickeled, 63c.; 
No. 52, 88¢.; No. 5124, $1; No. 5624, 
$1.06; No. 562414, $1.36; No. 5724%, 
$1.68; No, 5824, $2.15; No. 5924%, 
$3.19; No. 524%4L, $1.45; No. 42414L, 
$1.80; No. 724L, $2.38; No 
$3.50; No. 94, $3.94; No. 96, : 
No. 07, $1.25; No. 08, $2.25; No. 08%, 
$2.93. 

Sundries and parts from list 
per cent, 


NAILS.—Wire nails, $4.25 to 
base, per keg. 

Cut nails, $4.50 base, per keg. 

Wire nails and brads in small lots, 
70 per cent off list. 

Roofing nails, 1 x 12, 100 Ib., $7.55, 
galvanized; and plain, $5.55. 

Rope.—Pure Manila rope, 18c. base 
per lb.; hardware grade, 17%4c. base 
per lb. 


SCREWS.—Flat head _ steel ma- 
chine screws, 6624 per cent. 

Round head steel machine screws, 
66%4 per cent. 

Flat head brass machine 
60 per cent. 

tound head brass machine screws, 
60 per cent. 

Flat head steel wood screw 
full packages, 75-20 per cent 


screws, 


s, bright, 








New York Trade Favors 
Mellon Tax Cut 


The tax reduction proposal of 
Secretary Mellon has added to the 
confidence of business men in the 
local market. The majority of 
manufacturers, jobbers and re- 
tailers seem to be wholeheartedly 
in favor of the secretary’s pro- 
posal and the general consensus 
of opinion is that if taxes are re- 
duced public confidence will be 
stimulated and general business 
conditions materially improved. 

There is a feeling in some cir- 
cles that tax reductions may 
eventually lower costs and pro- 
mote a larger consumption of 
goods. It is felt that the savings 
to consumers of a tax reduction 
would be translated, to some ex- 
tent, in some liberal purchases, 
which in turn would result in 
more satisfactory basic conditions 
throughout business generally. 





IONS 


Galvanized, 60-20 per cent. 

Flat head brass, 7214-20 per cent. 

Round head blued, 7214-20 per cent. 

Round head nickel plated, 6214-20 
per cent. 

Round head brass, 6714-20 per cent 

Prices vary in different sections of 
the city. 

SIDEWALK SCRAPERS. 
walk scrapers, tank riveted, 4 x 7, 
$4 per doz; scraper with shank, 5 x 7, 
$6.25 per doz.; 
$8.75 per doz. 


Side- 


scraper with socket, 
6 xX 7, 
SNOW SHOVELS.—Snow shovels, 
steel, 2 rivets, long handle, $4.75 per 
doz 
Jobbers say this price is below fac- 
tory costs today and will last only a 
short time. An advance is expected 
Galvanized snow shovels, 21% x 16, 
D handle, $13 per doz. 
SOLDER.—Kester string solder in 
per spool. 
WEATHER STRIP.—Weather strip, 
double rubber, 6635-5 per cent di 
count; single rubber, 6634-5 per cent 
discount. Felt, 60 per cent diseount 
Flexible, all 
cent discount. 
WIRE CLOTH.—Jobbers’ 
tions, f.o.b. New York: 
cloth, 12-mesh, $2.35 


1-Ib. spools, 57c. 


rubber, 60 and 5 per 


quota- 


Black wire 
per 100 sq. ft. 
Galvanized wire cloth, 12-mesh, 
$2.80 per 100 sq. ft.; 14-mesh, $3.30 
per 100 sq. ft. 

Copper wire cloth, 14-mesh, $7.50 
per 100 sq. ft. 

Bronze, 14-mesh, $ 
16-mesh, $8.85 per 10) 


7.75 per 100 sq 
ft.; bronze, 


sq. ft. 
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Chicago Market Holding High Levels 


—Hammer and Hatchet Prices Readjusted 


(Chicago office of HARDWARE AGE) 

HE final figures for the month of October show 

I business holding to high levels despite a week or so 

of rather quiet business. The demand and volume 

continues to be better than was really anticipated for 

this time of year. The interest, just now, of course, is 

chiefly centered in holiday lines. To the casual observer 

it would seem that hardware dealers of this section are 

very much alive to the possibilities of large Christmas 

business and many of them will no doubt turn an ordi- 
narily quiet month into a profitable one. 

The hammer and hatchet prices announced last week 
caused considerable comment, particularly with reference 
to the probable future course of prices in other lines. 
When the price cut, which showed a reduction of 12% 
per cent on first quality lines and from 20 to 25 per cent 
on others, was first announced, some might have felt that 
other lines were due for declines. It is said, however, 
that the present declines are more or less of an adjust- 
ment to the levels where business was actually being 
taken. The advance, which was announced last April, 


ALARM CLOCKS.—Holiday demand ply more prompt from factories; de- 


was not wholly accepted, particularly in the cheaper lines, 
and these high prices were not passed on to retailers in 
their entirety. While the first quality lines are showing 
about 12% per cent reduction to retailers, the cheaper 
grades, in this section, will require little adjusting, as 
many of them were never raised. 

The iron and steel market continues without much 
change. There is, at the present timé, however, a very 
large number of inquiries in the market and considerable 
interest is being shown. Actual railroad purchases in 
certain lines are a little slow in materializing. Fabricated 
steel has declined about 20 per cent in the past few weeks, 
due no doubt to the prompt deliveries and lack of orders 
in some of the smaller fabricators’ hands. Implement 
manufacturers are not heavy purchasers on the present 
market. Since the current prices on sheets have been 
confirmed for the first quarter of next year, considerable 
interest has been manifested and some business has been 
placed. Buying of wire products has been somewhat 
conservative, due no doubt to somewhat stable conditions 
and prompt deliveries. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40 per cent discount. 


brisk; jobbers’ stocks not complete; 
factories are slow in deliveries. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: America, $11.40 in doz. 
lots; $11.04 in case lots; Blue Bird, 
$13.20 in doz. lots, $12.84 in case lots: 
Black Bird, $18.96 in doz. lots, $18.36 
in case lots; Bunkie, 920.88 in doz. 
lots, $20.16 in case lots; Lookout, 
$13.20 in doz. lots, $12.84 in case lots; 
Sleepmeter, $15.12 in doz. lots, $14.64 
in case lots. 


AMMUNITION AND FIREARMS.— 
The shortage of guns will not likely 
be relieved until after the holidays, 
due to the large demand during the 
hunting season and for Christmas 
gifts. 


AUTOMOBILE ACCESSORIES.—Win- 
ter demand has started in earnest; big 
demand for accessories as Christmas 
gifts. 


We quote from 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
Regular, 58c. each; Champion X, 45c. 
each; lots of 100, 41c. each; Champion 
Blue Box line, 53c. each; A. C. Titan, 
58c. each; lots of 100, 56c. each; A. C. 
Special Ford, 44c. each. 

Spot Lights.—Anderson, No. 
$6.50 each; Stewart, $5.67 each. 

Horns.—E. A. Electric (Ford), $4 
each. 

Jacks.—Reliable Jacks, No. 46, $2.50 
each; in lots of 10, $2.25 each; Sim- 
plex, No. 36, $1.80 each; Ajax, No. 
6. 90c. each; National Standard, No. 
21, $1.20 each. 

Pumps.—Rose, 1%-in. cylinder, $1.55 
each, 

Chains.—Non-skid dozen pair lots, 
33% per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 3% non- 
skid, fabric, $8.65 each; cord, $11.60 
each; gray inner tubes, 30 x 3%, 
$1.30 each; red inner tubes, 30 x 314, 
$1.80 each. 

We quote f.o.b. factory: 

Snap-on Wrenches.—No. 101, Mas 
ter Service set, $915.25; No. 202 Heavy 
Duty set, $8; No. 404, Universal 
Socket set, $7; No. 505B Screw Driver 
set, $3.40. All Snap-On Wrenches less 
40 per cent f.o.b. Milwaukee. 


AXES.—Prices unchanged and have 
been reaffirmed by the makers, to con- 
tinue during the current season. Sup- 


jobbers’ stocks, 


3286, 


mand only fair, considering the season. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4-Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15 to $22 per doz.; according to qual- 
ity and grade of handle. 


BALE TIES.—No change in prices; 
orders not large. 


We quote from jobbers’ stocks. 
f.o.b. Chicago district: Bale ties, 70 
per cent discount. 


BOLTS AND NUTS.—No price 
changes reported; demand continues 
normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Small carriage bolts, 
rolled thread, 50-5 per cent discount; 
small carriage bolts, cut thread, 40- 
10-5 per cent discount; large carriage 
bolts. cut thread, 40-10-5 percent dis- 
count; small machine bolts, rolled 
thread, 50-10-5 per cent , discount; 
small machine bolts, cut thread, 50-5 
per cent discount; large machine 
bolts, cut thread, 50-5 per cent dis- 
count; all stove bolts, 70-10 per cent 
discount; lag screws, 50-10 per cent 


discount. 
BUILDERS’ HARDWARE.—Commit- 


ments for next spring delivery not 
as large as a year ago. Current de- 
mand, however, is surprising, due to 
the increased number of building pro- 
jects at this time. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, in 
case lots, 93.48 per doz. pair; 4 x 4 
steel butts, old copper and dull brass 
finish, in case lots, $4.74 per doz. pair: 
heavy bevel steel inside sets, case 
lots, $8 doz.; steel bit-keyed front 
door sets, $2 per set; wrought brass 
bit-keyed front door sets, $4 per set: 
cylinder front door sets, $8.50 per set. 


CHAIN.—No price changes in sight; 
demand active. 
We quote from jobbers’ — stocks, 
f.o.b. Chicago: %-in. proof coil chain, 
$8 75 per 100 Ib.: American coil chain, 
40-10 per cent off list; No. 00 4% elec- 
tric welded cow ties, $2.75 per doz. 
COPPER RIVETS AND BURRS.— 
Large volume of business reported, 


due to low prices. 


CUTLERY.—Cutlery orders numerous. 
This line is always good during the 
holiday season. Merchants are ad- 
vised to get their specifications in early 
to insure complete and prompt de- 
livery. 

ELECTRICAL MERCHANDISE. — 
Christmas tree lighting outfits and 
renewal lamps are cheaper than last 
year. Allowances are made for quan- 
tity orders. Electrical appliances are 
in brisk demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 14 rubber covered 
wire, $7.25 per 1000 ft.; 1000-ft. lots. 
$7; No. 18 lamp cord, 915 per 1000 ft.; 
1000-ft. lots, $13.75; %-in. brush brass 
key socket, 20c. each; two-way 
plugs, 60c. each; in lots of 10, 52c. 
each; one-piece attachment plugs, 
3c. each; two-piece attachment 
plugs, 12c. each. Christmas tree out- 
fits, eight light extension, $1.75 each. 


EYE HAMMERS AND SLEDGES.— 
Prices remain unchanged, although 
quantity orders may bring additional 
allowance. 

We quote 
f.o.b. Chicago: 
smith’s sledges 
12c. per Ib. 

FIELD FENCE.—Good volume being 
placed; prices unchanged; March 1 
dating being made on lots of 1000 rods 
or over, 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Field fencing, 60% per 
cent discount from list. 

FILES.—No change in price antici- 
pated now; demand normal, 

We quote from jobbers’ stocks 
f.o.b. Chicago: American files, 65-5 
per cent off list; Nicholson files, 50-10 
per cent off list; Disston files, 50-10 
10 per cent off list; Black Diamond 
files, 50-5 per cent off list. 


FOOD CHOPPERS.—Business in these 
lines seems good for balance of year 
and early part of 1924. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Food choppers, Uni 
versal No. 0, $15 per doz.: No. 1, 
$18.20 per doz.; No. 2, $22.25 per doz.; 


stocks, 
black- 
heavier, 


from jobbers’ 
Striking or 
5-lb. and 
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No. 3, $28.35 per doz.; Enterprise, 
No. 501, $16.65 per doz.; No. 602, 
$20.80 per doz.; No. 703, 927 per doz. 


GALVANIZED AND TINWARE.—It 
is believed Chicago prices are under 
the regular market, judging from the 
volume of business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvan- 
ized-after-made water pails, 8-qt., 
$1.89 doz.; 10-qt., $2.15 doz.; 12-qt., 
$2.35 doz.; 14-qt., $2.65 doz.; galvan- 
ized wash tubs, No. 1, $6.10 doz.; 
No. 2, $26.80 doz.; No. 3, $7.90 doz.; 
5-gal. galvanized oil can, $7 to $7.75 
Oz. 


GLASS AND PUTTY.—Sales continue 
heavy; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A and 
B, up to 25-in., 85 per cent discount; 
over 25-in., 83 per cent discount; 
double strength A, all brackets, 84 
per cent discount. Putty, 100-lb., 
kits, $3.70; commercial putty, $3.55; 
glaziers’ points, Nos. 1, 2 and 3, one 
doz. packages, 65c. 


HANDLED HAMMERS. — Advanced 
prices quoted last April are withdrawn, 
and new general lower prices are 
ruling as follows: 


We quote from jobbers’ stocks: 
No. 11% first quality nail hammers, 
$11.50 per doz.; 12-oz. ball pein, $8.50 
per doz.; competitive forged nail 
hammers, $5.60 per doz.; cast steel 
hammers, $4 per doz. 


HATCHETS.—Prices are reduced to 
about 1922 level, new figures now effec- 
tive being as follows: 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Size 2 extra quality, 
broad hatchets, $17 per doz.; com- 
petitive grade, $12.40 doz.; warranted 
shingling hatchets, No. 2, $13 doz.; 
competitive forged shingling 
hatchets, No. 2, $8.45 doz. 


HICKORY HANDLES.—Sales holding 
up; shortage of better grades has not 
been relieved. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Hickory handles, No. 
4 hickory axe handles, $4 per doz.; 

No. 2, $3 per doz.; finest selected sec- 
ond growth white hickory axe hand- 
dles, $6 per doz.; special white second 
growth hickory, $5 per doz.; No. 1 
hatchet and hammer handles, 90c. per 
doz.; finest second growth hickory 
hatchet and hammer handles, $1.50 
per doz. 


HINGES.—Sales are good; prices firm; 
stocks in fair shape. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges in 
ago 4-in., $1.12; 5-in., -57; 6- 

$1.93; 8-in., $3.21; 10- in., $4.92 per 
don. pairs. Extra heavy T hinges in 
bundles, 4-in., $1.74; 5-in., $1.85; 6- 
in., $2.31; 8-in., $3.95; 10-in., $5.64 per 
doz. pairs. 
ICE CREAM FREEZERS.—Future 
business is having a fair response at 
last season’s prices. 
INCUBATORS.—Future sales to date 
far exceed any previous year. 

We quote from jobbers’ stocks, 

f.o.b. Chicago: Incubators, 35 per cent 


discount; brooder stoves, 30 per cent 
discount. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Sales picking up; stocks 
in good condition. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise, No. 25, 4- 
qt., 97.28 each; No. 31, 6-qt., $7. 89 
each; No. 35, $-qt., $8.67 each. 


ICE SKATES.—Distributors’ stocks 
complete at present time; sales large; 
factories somewhat behind in de- 
liveries. 


We quote from jobbers’ 
f.o.b. Chicago: Key clamp, rocker, 
men and boys, bright finish, 76c. per 
pair; key clamp, rocker, men and 
boys, nickel finish, $1.10 per pair; 


stocks, 
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key clamp, rocker, polished steel run- 
ners, $1.36 per pair; key clamp, 
hockey, women’s and giris’, $1.38 per 
% key clamp, rocker, women’s and 
girls’, $1.31 per pair; % key clamp, 
hockey, women’s and girls’, $1.38 per 
pair; screw-on hockey, $1.19 per pair; 
men’s ice skate outfits, $4.75 per 
pair, women’s ice skate outfits, $5 


per pair. 

ANTERNS.—Business brisk; sales 
running into good volume; dealers ad- 
vised to cover for balance of year. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D- Lite, $13 doz., 
with large fount, $14.25 doz.; Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 





Ideas in Every Issue 


“HARDWARE AGE, 
“New York City. 
“Gentlemen: 

“We have long since been con- 
vinced that if any of our men get 
a single idea out of one issue, it 
is worth all that the entire sub- 
scription costs per annum, and 
we are satisfied that all our men 
who read your paper, and we be- 
lieve almost without exception 
they do that, get several valu- 
able ideas out of each issue. 

“Let us wish you continued 
success in the work. 

“Yours truly, 

“Ott-Heiskell Hardware Co., 

“Wheeling, W. Va. 
“W. F. Kennedy, president. 











NAILS.—As large a demand is ex- 


pected as in the open weather. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.80 per keg, base. The extra for 
galvanized nails is now $2.25 for 1-in. 
and longer; $2.50 for shorter than 
1-in. 


OIL STOVES.—Future orders coming 
in fairly well; March 1 dating being 
allowed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, 917 each list; 
8-burner, $22 each list 4-burner, $28 
each list; new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burn- 
er, $28.50 each list; 4-burner, $35 
each list; Superfex 2-burner, $36 each 
list; 3-burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 per 
cent discount. Lots of tén or more 
are subject to 30-5 per cent discount. 


PAINTS AND OILS.—Linseed oil de- 
clined 2 cents per gal. Turpentine 
seas 16 cents per gal. 


: from jobbers’ stocks, 
cae 
Linseed Oil.—Raw. 
per gal.; 5-barrel lots, 94c. per gal. 
Linseed Oll.—Boiled, barrel lots, 
$1. - per gal.; 5-barrel lots, 96c. per 


$1.09 per 


barrel lots, 99c. 


ga 
*“Turpentine—Barrel lots, 


ga 
Denatured Alcohol.—Barrel lots, 


52c. per en 
White Lead.—100-lb. kegs, 14c. per 
100 Ib.; 50-Ib. kegs, 14%c. per 100 Ib.; 
25-lb. kegs, 14%c. per 100 Ib.; 12%- 
Ib. kegs 14%c. per 100 Ib. 
Dry Paste.—In barrels, 6c. per Ib. 
Shellac. —(4-lb goods) white, $3.75 
per gal.; orange, $3.50 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ibs. 
PREPARED ROOFING. price 
changes have been announced, although 
all makers claim the present figures 
are unprofitably low. The demand 
continues very active, and will be good 
until winter weather sets in. 


75 


We 
f.o.b. 
faced 
square; 
square; 
per square; 


from jobbers’ stocks, 
Chicago: Best grade slate sur- 
prepared roofing, 91.85 per 
best tale surfaced, $2.20 per 
medium tale surfaced, $1.50 

light tale surfaced, 95c. 
per square; red rosin sheathing, $72 
per ton. 

OVEN 


PYREX WARE.—Tea pots 
which were not to be had last year 
are among the best sellers. This is one 
of the most popular Christmas lines. 
We quote jobbers’ 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 
No. 214, $12 doz. 
No. 167, $ 
No. 183, 9 


quote 


stocks, 


from 
doz.; 


Casseroles.—Round, 
doz.; No. 168, $14 doz.; 
doz.; No. 184, $14 doz. 

Casseroles.—Oval, No. 1 
No. 197, $14 doz. 

Nursing Bottles.—Narrow neck, 
shape and wide mouth, 4-o0z. (nar- 
row neck only), 80c. per doz.; all 
styles, 6-oz., $1.60 per doz.; 8-o0z., $2 
per doz.; 10-0z., $2.40 per doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203, 97.20 doz.; No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; 
232, $14 doz. 

RADIO.—AIl radio items selling freely 
now; demand brisk; Christmas sales 
will be record breakers. 

REFRIGERATORS. — Jobbers’ sales- 
men active in securing future orders; 
manufacturers sold up for some little 


time. 


ROLLER SKATES.—Satisfactory vol- 
ume of business being placed for 
spring delivery; current demand for 
Christmas good. 

We from jobbers’ 
f.o.b. Union Boys’ skates, 
$1.55 pair; girls’ $1.65 pair: Chicago 
boys’, $1.45 pair; girls’, 91.55 
Chicago rubber tired, boys’, 
pair; girls’, $2.85 pair. 

ROPE.—Current sales are moderate 
in volume, but orders have started to 
come in for early 1924. Manila rope 
is considered a favorable purchase at 
the low price recently established as 
follows: 

We 
f.o.b. 
rope, 


12 
lL: 


93, $12 doz.; 
flat 


No. 


quote stocks, 


Chicago: 


from jobbers’ stocks, 

First quality manila 
standard brands, 15%c. per Ib.; 
No: 2 manila rope, 14%c. per Ib., base; 
No. 1 sisal rope, highest quality, 
standard brands, 13%c. per Ib., base; 
No. 2 sisal, rope, standard brands, 
12%c. per Ib., base. 


SASH CORD.—High grade cords have 
advanced 3 cents per lb. and competi- 
tive makes 2 and 3 cents, with raw 
cotton close to 34 cents per lb. Still 
higher prices are not unlikely. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$10.35 per doz. hanks; No. 8, $12 per 
doz. hanks. 


SASH PULLEYS.—Demand continues 
good; only a slight improvement in 
deliveries from the factory noted. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
60c. doz.; barrels, 54c. doz.; Common 
Sense, 2-in., 60c. doz.; barrels, 54c. 
doz.: No. 105, 57c. doz.; barrels, 53c. 


doz. 

SCREEN DOORS.—Prices are the 
same as prevailed at the close of last 
season, but an advance over the early 
prices at which most of the orders 
were taken last year. A large part 
of the future business has already 
been placed. 

We quote 


quote 
Chicago: 


stocks, 
No. 266, 
2-8 x 
2-& x 6-8, 
9410 
$5.20 


from jobbers’ 
f.o.b. Chicago: Screen doors, 
2-8 x 6-8, $23.15 doz.; No. 296, 
&-&, $28.20 doz.; No 311 
$33 "20 doz.: No. 515G, 2-8 x 6-8 
doz.; Window screens, No. 1833, 
doz : No. 2433, $6.50 doz. 
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SCREWS.—Ample 
no new developments 


We quote from jobbers’ 
f.o.b. Chicago Flat head 
screws, 80 per cent new list; 
head blued, 78 per cent new list; 
head brass, 76 per cent new 
round head brass, 74 per cent new 
list; japanned, 74 per cent new list. 


SLEDS AND COASTER WAGONS.— 
Exceptionally good demand for holiday 
business, 
SOLDER AND BABBITT METAL.— 
Prices unchanged; tin and lead market 
continues strong. 

We 


stocks on hand; 


reported. 

stocks, 
bright 
round 
flat 

list; 


quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $27 per 100 Ib.; medium, 45-55 
solder, $26 per 100 lb.; tinners’ 40-60 
solder, $25 per 100 Ib.; high speed 
babbitt metal, $20 per 100° Ib.; 
Standard No. 4 babbitt metal, $11 
per 100 Ib. 


STOVE PIPE AND ELBOWS.—De- 
mand for current shipments extremely 
good in volume; shipments being made 
promptly; prices unchanged as follows: 


We quote from 
f.o.b. Chicago: 

Stove Pipe.—30-gage, 6-in. nested 
blued pipe, $914 per 100 joints; 28- 
gage, $16 per 100 joints; 26-gage, $18 
per 100 joints. 


jobbers’ stocks, 
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Elbows.—6-in. 
30-gage, $1.45 doz.; 

Coal Hods.—Galvanized, 
$5.40 per doz 

Stove Boards. — Crystal, 
$23.90 per doz. 

STEEL SHEETS.—Current prices of 
the Steel Corporation are confirmed 
for orders for delivery during the first 
quarter of 1924. Local stocks are 
complete; sales continue active. Prices 
here are unchanged, but concessions 
are obtainable for large orders. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage, galvanized 
sheets, $6.35 per 100 Ib.; 28-gage 
black sheets, $5.20 per 100 Ib. 

TOYS.—The dealer ordering now is 
insured complete shipments from 
jobbers’ stocks. Factories are behind 
and an increased interest has been 
shown in these lines. 
TRAPS.—Stocks still in good shape; 
current business brisk. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Triumph No. 0, 91.52 
doz.; No. 1, $1.83 doz.; No. 144, $2.75 
doz.; No. 2, $3.60 doz.; Triple Clutch, 
115X, $2.75 doz.; No. 215X, $4.88 doz.: 
Victor No. 0, $1.65 doz.; No. 1, $2 
doz.; No. 1%, $3.05 doz.; No. 2, 93.97 
doz.; Oneida Jump No. 1, $2.28 doz.: 
No. 1%, $3.48 doz.; No. 2, $5.37 dog. 


blued, corrugated, 
38-gage, $1.60 doz. 
17-in., 


33-in., 
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WIRE GOODS.—Demand is normal on 
these lines. The prices on screen wire 
cloth are being generally maintained. 
An increase would not be unlikely if 
manufacturers advance prices for 
drawing this class of small wire. 
We 
f.0.b. 
wire, 


quote from jobbers’ stock 

Chicago: No. & black annealed 
3.70 per 100 Ilb.; catch weight 
spool galvanized cattle or hog wire, 
$4.60 per 100 lb.; 80-rod spool gal- 
vanized hog wire, $3.98 per spool 
No. 9% galvanized plain wire, $4.15 
per 100 lb.; polished fence staples, 
$4.25 per 100 lb.; catch weight spools 
painted barb wire, $4.30 per 100 Ib.; 
12-mesh black wire cloth, $2.10 per 
100 sq. ft.; 12-mesh galvanized wire 
cloth, $2.45 per 100 sq. ft.; 14-mesh 
bronze wire cloth, $6.70 per 100 sq. 
ft. in 50-ft. rolls; galvanized before 
poultry netting, 45-10 per cent dis- 
count; galvanized after poultry net- 
ting, 45 per cent discount. 


WRENCHES.—No recent change in 
the situation; business normal; demand 
good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches 
60 per cent off list; Coes wrenches, 
40-10 per cent off; engineers’ 
wrenches, 25 per cent off; knife han- 
dle wrenches, 40-10 per cent off. 
Stillson, 60-10 per cent off; Trimo, 
60-7% per cent off. 


New England Jobbers Doing Big Future 
Business— November Sales Set Record 


(Boston 


hardware dealers are shewing increasing interest 


merchandise. Yet 
such merchandise 
desire. 


in holiday 
that business in 
wholesale houses 


office of HARDWARE AGE) 


\ might be expected at this time of the year, retail 


it cannot be said 
is as brisk as the 
There is still a tendency on 


The real feature of business being booked by the whole- 
sale trade is futures. 
forts to corral the retail trade’s spring business and up 
to date have made remarkable progress. 
assume that more spring business has been booked than 
ever before in the history of the hardware market at this 


Jobbers are making strenuous ef- 


It is safe to 


time of the year. Collectively, therefore, the shelf hard- 
ware jobbers are extremely busy. Gross sales so far this 


the part of many 
sible such buying. 


retail dealers to put off as long as pos- 
In the first place, the average retail 


dealer is doing a very good general hardware business. 
In the second place, ordering holiday goods means such 
goods will most likely be shipped in before the retail 
In the third place, the average 
retail dealer in this territory already is carrying a liberal 
assortment of goods usually sold in the holiday season. 


dealer is ready for them. 


AXES.—Sales continue very gratify- 
ing from the jobbers’ viewpoint. Some 
of the wholesale houses are inclined to 
believe that 1923 will be one of the 
largest years on record in the sale of 
axes. Individual orders, as a rule, have 
not been large, but retail dealers have 
ordered frequently, with the result that 
there has been a steady flow of goods 
out of stock. 
We 
stocks: 
Axes.—Single bit, 914.50 per 
hase; double bit, $19.50. With 
dles, single bit, $18.75 per doz. 
BLANKETS.—Jobbers, cleaning up odd 
ends of blanket stocks, in some cases 
have good bargains. Retail stocks are 
small, and indications are that they 
will clean up well this season. 
We 
stocks: 
Blankets.—Street, 76 x 80-in., seal 
brown ground, colored heading, $1.75 
each, net; 80 x 84-in., gray ground, 
colored heading, $2.25; 84 x 90-in., 
gray ground, colored heading, $2.50; 


iron gray ground, $2.75; cadet, brown, 
black, orange, white and red head- 


quote from Boston jobbers’ 


doz. 
han- 


quote from Boston jobbers’ 


of passing trade. 


brown ground, 
other styles, 


stripes, $2.75; light 
colored headings. $3; 
$3.25, $3.60 and $4.75. 
Stable.—Kersey, 72-in., $1.45 each, 
net; 76-in., $1.50; heavy burlap, 72- 
in., ; 76-in., $2.20 to 92.80; 80-in., 
$2.25 to $2.90; 84-in., $2.55 to $3. 
BOLTS AND NUTS.—Local jobbers 
have put into effect new lists issued by 
several bolt manufacturers as of Nov. 
1. The new lists show a slight advance 
on larger and longer sizes. No change 
is noted in small sizes nor is the dis- 
count. 
We 
stocks: 
Bolts.—Machine bolts, with H. P. 
nuts, % x 4 in. shorter and smaller, 
40 and 10 per cent discount; larger 
and longer, 40 and 10 per cent dis- 
count; with C. T. & D. nuts, 40 per 
cent discount; tap bolts, list; common 
earriage bolts, 40 per cent discount; 
Eagle carriage bolts, 50 per cent dis- 
count; stove bolts, large lots, 65 and 
5 per cent discount; small lots, 50 
per cent discount; bolt ends, 40 per 
cent discount; tire bolts, 45 per cent 
discount. 
Nuts.—H. P., all kinds, list: C. P. 
& F., all kinds, 1 off list; check nuts, 
list; semi-finished hexagon nuts, %- 
in. and smaller, 60 and 10 per cent 


quote from Boston jobbers’ 


month are the largest for any November on record, not- 
withstanding the backwardness of holiday goods buying. 
Mill supply houses are doing an excellent business, and 
the heavy hardware jobbers are getting their full share 
Naturally everybody connected with the 
hardware business is in an optimistic frame of mind. 


discount; larger, 50 per cent discount; 
semi-finished case-hardened nuts, 50 
per cent discount. 


BRASS.—The market on brass prod- 
ucts is now back where it was in Octo- 
ber. 

CLOCKS.—The clock situation has not 
changed materially. Manufacturers are 
hard put to take care of all orders on 
their books. Plants are being operated 
at full capacity in an endeavor to catch 
up on business. Shipments to jobbers, 
naturally, are backward, which explains 
why some retail dealers are not getting 
all the clocks they desire. 


We quote from Boston jobbers’ 


stocks: 

Weston Line.—Sleepmeter, $1.3! 
each; in dozen lots, 91.26 each; in 
ease (forty-eight) lots, $1.22 each 
Jack-O-Lantern, $1.95 each; in dozen 
lots, $1.90 each; in case lots, $1.84; 
radiolite, $1.95 each; in dozen lots, 
$1.90 each; in case lots, $1.84 each. 
3ig Ben, $2.28 each; in dozen lots, 
$2.21 each; in case (twenty-four) 
lots, $2.14 each. Babv Ben, $2.28 
each: in dozen lots, $2.21 each; in 
case lots, $2.14 each. Bluebird, $1.14 
each; in dozen lots, $1.10 each: ir 
ease lots, 91.07 each. Blackbird. $1.62 
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each; in 
case lots, 


dozen lots, 
>1.44 each. 
Waterbury Line.—Thrift, in case 
lots, 96c. each; in less than case lots, 
$1.02 each. Relay, in case lots, $2.14 
each; in less than case lots, $2.26 each. 
Gilbert Line.—Tornado, in case lots, 
$1.02 each; in dozen lots, $1.05 each; 
in less than dozen lots, $1.15 each. 
CARTS AND WAGONS. — Quite a 
noticeable improvement is noted in re- 
tail buying of carts and wagons for the 
holiday trade. Orders for individual 
icems usually are small, but retail deal- 
ers are ordering a large number of dif- 
ferent types of carts and wagons for 
the purpose of having a wide variety. 
We quote 
stocks: 
Sherwood Line.—Coaster wagons, 
new type, rubber tire disk wheels, 
No. 28, $8.25, list; No. 32, $9.10; No. 
34, $9.90; No. 38, 911; No. 40, $12.35. 
Discount to trade, 33% per cent. 
vee Karts.—No. 301, $3.50 each; 
No. $4.50; No. 303, $5.50; No. 304, 
$6. 50; Oe 305, $8.50. Discount, 3314 


per™ cent 

Kiddie Specials.—No. 101, $2.25 
each; aa Rs B . 103, 93. 75; No. 
Discount, 


$1.58 


each; in 


from Boston jobbers’ 


Kiddie Pedal Kars.—No. 154, $6 
each; No. 


155, $7. Discount, 33% 
per cent. 


Kiddie Koasters.—No. 705, $13.50, 
list; No. 706, $15. Discount, 33% 
per cent. 

Kiddie Skooters.—No. 805, $6 
Discount 33% per cent. 


COTTON MOPS.—The Eureka line of 
cotton mops has been advanced about 
10 per cent. 
We quote from Boston 
stocks: 
Cotton Mops. — Eureka line, 9-lb. 
twine, $4 per dozen; 12-lb. twine, 
. Yacht mops, 12-0z., $5.75, 1- 
$6.50. 


DRILLS.—The demand for carbon and 
high speed drills and reamers holds up 
well. Jobbers’ stocks are in fair condi- 
tion and little delay on deliveries is 
noted. 


We quote from Boston jobbers’ 
stocks: 

Drills.—Carbon sizes up to 1%-in 
tapered and straight shank, 60 per 
cent discount to 60 and 10 per cent 
discount; fit stock drills, 60 per cent 
discount; center drills, 65 per cent 
discount: drills and  countersinks 
combined, 20 per cent discount; 
ratchet drills, 30 per cent discount; 
wood boring brace bits, 50 per cent 
discount; high spéed drills, 50 and 10 
per cent discount; jobbers’ letter and 
number sizes, 50 and 10 per cent dis- 
count; electricians’ drills, 10 per cent 
discount. 

Reamers. — Bit stock, 20 per cent 
discount; bright square and T. S. 
standard makes, 65 per cent discount; 
checking, 25 per cent discount; ta- 
pered pins, 40 per cent discount; es- 
cutcheon pins, 45 per cent discount; 
small fluted rose and socket ream- 
ers, 20 per cent discount. 


DUCK.—In common with most mer- 
chandise made of cotton, white duck 
for roofing purposes has been advanced 
about 10 per cent, jobbers now quoting 
it as 50 cents per yard. It will be re- 
called that last month the market ad- 
vanced about 5 cents per yard. 


FOOTBALLS.—The tail end of the 
wholesale season finds footballs selling 
slowly, and indications are that jobbers 
will carry over moderate stock. Retail 
sales have been fairly good, but the 
trade has not reordered. 
We 
stocks: 


Footballs. — Boys’ complete 
bladders. No. 3. $9 per doz. net; 
4, $12; No. 5, $18. 


list. 


jobbers’ 


quote from Boston jobbers’ 


with 
No. 
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Bladders.—For No. 3 and 4 
balls, $3.50 per doz. net; for 


$4.50. 
HOCKEY STICKS.—The demand for 
hockey sticks is active. Jobbers are 
shipping against specifications for holi- 
day wants, and at the present rate of 
movement the possibilities of a short- 
age next month seem certain. 
We 
stock: 
Hockey Sticks.- 
per doz. net; men’s, 
doz. net. 


toot 


No. 5 


quote from Boston jobbers’ 


$3.60 to $4 
to $16 per 


Boys’, 
97.75 





Pa’s Playing 
Kitchen Golf 


My Pa says to the Hardware 
Man I got to hand it to you 
*bout that $1 golf ball you sold 
me. I sure played a_ better 
game with it than I use to with 
the half dollar ball. And the 
Hardware Man says sure, its 
just like these aluminum sauce- 
pans. What d’y’ mean—a golf 
ball like a ’luminum saucepan 
says my Pa. And the Hard- 
ware Man says a cheap ball’s 
not made right, won’t drive 
true, spoils your game. Cheap 
aluminum’s made too thin. 
Dents easy. Spoils your cook- 
ing. Say, says my Pa, that 
sounds right, believe I’ll take 
some of those heavy gage alum- 
inum things my wife’s been 
asking about. And when we got 
home my ma says, What’s the 
idea. And my Pa says, It’s 
kitchen golf and he told her 
what the Hardware Man told 
him and my ma says, you can 
depend on the Hardware Man to 
give you the right idea. And 
she laft right out and says the 
idea of him getting Pa to play- 
ing kitchen golf. 


Donny 
Smileo 











ICE CREEPERS.—Ice creepers are 

just beginning to move, the season be- 

ing backward. Jobbers are well sup- 

plied and no delays in deliveries should 
be experienced. 

We 

stocks: 

Ice Creepers. — Never Slip, 

and _ladies’, $2.44 per dozen 

. No. 0, $2.50. Kennebec, Nos. 

“1 and 4. $236. Lumberman’s, Nos 

, 1 and 1 medium, $3.04. Newark, 

$3.75. Union, $1.60. Eagle, $1.38 


Featherweight, $2. 
LUNCH KITS.—Lunch kits are selling 
well, the demand for the holiday trade 
running slightly ahead of business a 
year ago. Prices of standard makes 
are steady and unchanged, but here 
and there one will find job lots in the 
wholesale market at attractive prices. 

We jobbers’ 
stocks 
Lunch Kits.—No. 


$3.25 Discount 25 


quote from Boston jobbers’ 
men’s 


pair. 


quote from Boston 


400, $3: No. 496, 


and 10 per cent 


77 


OIL CANS.—Manufacturers of oil cans 
have made a slight reduction in prices. 
Jobbers have not adjusted their lists as 
yet, but will immediately. 

PIPELESS FURNACES. 
pipeless furnaces are exceeding jobbers’ 
expectations. People having hot water 
cor steam systems in their homes of.en 
find it to their advantage to install 
pipeless furnaces for use when the 
weather is not extremely cold. 

We from 
stocks: 

Furnaces.—One-pipe style, Zenith, 
No. 100, register 30 x 30 in., japanned, 
$15 Te ach net: oxidized, $158; No. 200, 

35 in., japanned, $170; oxidized, 

No. 300, 40 x 4 in., japanned. 

; oxidized, $293; No. 400, 45 x 45 

, japanned, $220; oxidized, 9224 

POULTRY SUPPLIES.—Jobbers’ quo- 
tations on poultry netting staples have 
been advanced about 10 per cent fol- 
lowing a similar revision of manufac- 

turers’ lists. 

We quote 
stocks: 

Incubators. — Queen 
No. 20, 70 egg capacity, 
No. 21, 120 eggs, $27.50; 
eggs, $36.75; No. 1, 85 
No. 2, 135 eggs, $37. 50; 
eggs, $44.50; No. 7 
No 5, 400 eggs, 
eggs, $103; No. 
No. 45, 1000 eggs 
per cent. » 

Brooders. — Queen line, No. 1, 600 
chick capacity, $21.50 each; No. 2, 
1200 chick capacity, $26.50. Discount, 
30 per cent. 

Staples. — Galvanized poultry net- 
ting, direct factory shipments in car 
lots, 9.25 per cwt.; in less than car 
lots, $5.50. From jobbers’ stocks, in 
100 lb. kegs, $6.75 per cwt.; in 10-1b. 

$8; in 1-lb papers, $9; in 
$9.75; in %4-lb. papers, 


do 50 


— Sales of 


quote Soston jobbers’ 


from Boston jobbers’ 

line, style K, 
$16.50 each; 
No. 22, 220 

eggs, $27.5 
No. 


$157 


PYREX OVEN WARE.—A better de- 
mand for Pyrex oven ware is reported. 
Business is still behind last year, how- 
ever. As might be expected, buying 
going on now is for the holiday trade. 
We 
stocks: 
Casseroles.—ltound, 
$1.50 each; 1%-qt., 
shallow, 1-qt., $1.50; 
round, individual, 8-02., round, 
standard, 1-qt., $1.50; -» $1.75 
oval, shallow, beefsteak, 1- . $1.50; 
1%4-qt., 91.76; oval, standard, 1-qt., 
$1.50; 1%-qt., $1.75 
Pudding Dishes. —R ound, deep 
round, standard, 1-qt., 85c. each; 
11%4-qt., $1; 2-qt., $1.20; oval, shallow 
and oval, standard, 1-qt., 85c., each; 
1%4-qt., $1; 2-qt., $1.20 
Baking Dishes.—Oval shallow, 9- 
s0c., each: 12%-o0z.. hhHie.; 1814 -02., 
Individual ple dish, round, 6- 
, 25e. each; 8-0z., 30c.; 12-0z., 40c. 
Pans.—Bread, 90c. and $1.50 each; 
biscuit, 85c. and 91.25; cake, round, 
75e.; square, $1 and $1.50. 
Pie Plates.—Narrow rim, 75< nd 
90c. each; wire flange. 50c. to "$1. 10. 
Custard Cups.—Round, 4-02., 20c. 
each; 6-0z., 25¢.; oval, 5-02... 30¢.; 
French pattern, 4-02., 20c.; 6-02., 25¢ 
Bean Pots.—Round top, $1, $1.75 
and $2.50 each. 

Terms.—Jobbers’ 
per cent off list 
SASH CORD.—The market for 
cord, which advanced 2 cents last 
has been dropped 1 cent. Revised prices 
follow. 

We 
stocks: 
Sash Cord.—Acme, No. 6, 56c. 
Ib. ; No. 7, 54¢c.; Nos. 8, 9, 10 
53c.: No. 7, 13. «Cf. 
Sachem. No. 5 ner Ib 
spot, No. 7, per Ib., 
and 10, 78e. 
SKATES AND OUTFITS.—Skates 
a little more active but not as much so 


quote from 3oston jobbers’ 
1-qt., 
round, 
$1.75; 


and 


terms are 


sash 


week, 


quote from Boston jobbers’ 
per 
and 12, 
coils, 54c. 
Sampson 


Nos. 8 


are 
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as the wholesale trade wouid like to TEA KETTLES.—Manufacturers of WRENCHES.—The market here on 
see. The demand for outfits, on the nickel plated copper tea kettles and agricultural or standard wrenches is 
other hand, is excellent, and indications wash boilers have made a slight down- now at 60 per cent discount, contrasted 


are that jobbers’ stocks will clean up ward revision in lists. 
the drop possibly amounts to about 5 


within the next month or so. 


We quote from Boston jobbers’ per cent. 


On the average with 50 and 10 per cent heretofore. 


We quote from Boston jobbers’ 
stocks 
Knife and Steel Handle.—Coes, 6- 


— TIRE CHAINS.—Buyers are rushing in. $15 a doz.; 8-in., 338 10-in., 


Ice Skates.—Boys’, key toe clamp, 
85c. to $3 per et! ‘girls’ strap heel, 
key toe clamp, $1.10 to 93 per pair. 

Roller Skates.—Union Hardware 
Co. line, se, 2, 70c. to 76c. per pair 
net; No. 75e. to 82c.; No. 10, $1.10 
to $1. 20; rm, 4,5 and “Y $1.65 to $1.90. 

Skating Outfits. —Boys’ and men’s 
sizes 3 to 11, inclusive, $4.2 5 to $6.50 
per outfit. Girls’ and women’s sizes 
3 to 8, inclusive, $4.25 to $7 per 


and considering the time of the year, stocks: 


Tire Chains. — McKay and Weed 


in at the last moment for tire chain 
supplies. Jobbers are having difficulty ey —. 28-in., $18 each; 
filling orders. One of them makes the $8 
statement that there is not enough ma- 
chinery producing tire chain in this 
country to take care of demands. If 60 per cent off list. 
that statement is true, a good many 
outfit. hardware dealers should anticipate re- 
SPRAYERS.—Jobbers are going after quirements as soon as possible. 
spring sprayer business with a vim, We quote from Boston jobbers’ 


$22; 12-in., $28; 15-in., $38; 18-in., 
$48; 21-in., $58. 


36-in., 938; 48-in., Discount of 
40 and 10 per cent off list is allowed 
on _ the above wrenches. 

Pipe Wrenches.—Stillson, 60 per 
cent discount; Trimo and Walworth, 


iscellaneous—D r op forged 
wrenches, 62% per cent discount; 
Westcott, 25 per cent discount; agri- 
cutural wrenches, 60 per cent off list. 
We quote f.o.b. factory: 
Snap-on Wrenches.—No. 101, Mas- 
ter Service Set, $15.25; No. 202, 
Heavy Duty Set. $8; No. 404, Uni- 


are getting wonderful results. Sprayers makes, 1 to 11 sets, 25 per cent dis- versal Socket Set, $7; No. 505B, 


are selling on a basis of $3.75 for count; 12 to 49 sets, 
discount; 50 sets and more, 40 per 


Standards. 


cent discount. 


Screw Driver Set. $3.40. All Snap- -On 
Wrenches less 40 per cent f.o.b. Mil- 
waukee. 


33% per cent 


Steel Mills Curtail Production— 
Hardware More Active in Pittsburgh 


(Pittsburgh office of HARDWARE AGE) 


N interesting contest has been going on between 
producers of steel and the consumers for some 
months, and at this writing, honors seem to be 


about even. On the producers’ side, they have seen a 


steadily diminishing demand for their products for close 


to six months, but instead of adopting the old time method 
of lowering prices in order to stimulate demand for 
their goods, they have taken another tack, and that is 
to decrease production to the point that will just about 
equalize it with the light demand. This policy so far 
has been a winning one, as the way prices have held in the 
face of the steady falling off of orders has really been 
remarkable. 

It used to be said that “as pig iron prices go, so goes 
the whole steel market.” This has not been the case 
by a whole lot in the steel trade over the last six months 
or so. In that period, prices on all grades of pig iron 
have declined from $7 to $8 per ton. On May 15 last, 
basic iron was $28 per ton at Valley furnace, today it is 
weak at $20.50, No. 2 foundry was $30, today it is $22, 
while Bessemer iron was about $31.75 and now it is 
about $26. In spite of these heavy declines in prices 
of iron, the market on finished steel products has gone 
off very little; only in one or two items has the decline 
been over $2 per ton. 

The decision of the steel producers to reduce output, 
rather than lower prices, has probably been a good thing 
for the market. It has prevented demoralization, and 
has enabled the jobbers and consumers to work off their 
stocks without loss, which otherwise would have been 
the case. It is likely that present conditions will rule 
until after the first of the year. Both consumers and 
jobbers are anxious to reduce stocks as much as they 
can before inventory, and after the new year opens 
a real buying movement is expected. Stocks are already 
- low, are getting smaller every day, and it is only a 
question of a few weeks until they will have to be mate- 
rially replenished. The report of the Steel Corporation 
issued last week, showing a reduction in unfilled orders 
of 363,000 tons on Nov. 1 over Oct. 1, shows conclusively 
that the trade is not buying a pound of steel that it can 
get along without. 

Operations of the steel finishing mills are steadily 
getting less, the Steel Corporation now operating at about 
85 per cent or a little more, while the independent mills 
are running at between 65 and 70 per cent. It is likely 
that operations of the Steel Corporation and the inde- 


pendent mills will show a further falling off by the first 
of the year. Much depends on the weather; if we have 
open weather for the next six weeks the falling off will 
be slight, but if it should turn unfavorable, shutting off 
outside work, then the loss will be greater. 

The outlook for new steel orders from the railroads 
is good, but they are very slow in actually closing. Rails 
are selling heavily, a Southern road having bought 
nearly 60,000 tons in the past week, practically all of 
which went to the Tennessee Coal & Iron Co. at Bir- 
mingham, a subsidiary of the Steel Corporation. Another 
Southern road also bought about 10,000 tons of rails for 
next year. There is some inquiry for car repairs, but 
very little for new cars. Prices of cars are now so high, 
that the railroads are going slow in buying them, and 
in two cases, where actual orders had been placed for 
new cars, they were afterward canceled. 

There has been a distinct improvement in the sheet 
market in the past two weeks in new orders being placed. 
At Youngstown, Ohio, where five or six of the largest 
sheet mills in the country are located, several mills that 
were doing very little are now running to nearly ful} 
capacity, having taken some large orders that will keep 
them going for some time. 

The four items in the whole list of finished steel prod- 
ucts that are in the best shape at this time as regards 
activity, are sheets, tin plate, steel pipe and wire products, 
but the last named has been slowing down in demand 
lately. As showing the great activity in the buying of 
tin plate, we can state that the American Sheet & Tin 
Plate Co., the interest of the Steel Corporation, is abso- 
lutely sold up on all the tin plate it can make up to 
July of next year. The company is now operating its 
tin plate mills to about 90 per cent of capacity. The 
tonnage men working in sheet and tin mills have just 
been granted an average advance in wages of 1% per 
cent, their wages now being about as high as they were 
during the war. 

About the only changes to note in the market in the 
past week were the declines in prices of pig iron. In- 
quiries at all consuming points are better, but actual sales 
closed are at the lowest figures that have ruled in some 
months. The declines in prices on pig iron in the past 
week ranged from 50 cents to as much as $1.50 per ton, 
the latter having been the amount that standard Bessemer 
went off. Makers of pig iron feel that prices now are 
about at the bottom, and also believe that buying will 
continue quite active for some time to come. There is 
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more active buying in scrap, this being in sympathy with 
pig iron, these two products always working closely 
interest 
develop in the steel market in any way until after the 


together. Not much of real 


turn of the year. 


Local jobbers and retailers report a perceptible im- 
provement in volume of orders in the past two weeks. 
Much of this increase has been in holiday goods, which 
dealers say are now going out quite freely. The demand 
for ice skates, sleds, toys of all kinds, lap robes and 
other car utensils has grown much larger, and the belief 


AXES.—The trade is buying only such 
quantities of axes as it must have, 
the idea being that there may be lower 
prices shortly after the first of the 
year. The reduction just announced in 
hammers and hatchets has _ strength- 
ened this belief. Prices are holding 
fairly steady. 
We quote from jobbers’ 
f.o.b. Pittsburgh, as follows: 
First grade, single bitted axes, 
handled, $19 per doz.; unhandled, $15 
per doz.; double bitted axes, handled, 
$24 per doz.; unhandled, $20 per doz.; 
second grade axes, single bitted, 
handled, $17.50 per doz.; unhandled, 


$14.50 per doz.; double bitted, han- 
a. $21 per doz.; unhandled, $18 per 
OZ. 


stocks, 


BOLTS AND NUTS.—Makers are un- 
able to obtain what are regarded as 
regular prices, owing to the fact that 
new demand is light, and all the 
makers are more or less anxious to 
get all the business they can, and in 
most cases, are willing to shade prices 
to get in. In spite of present unfavor- 
able conditions in this trade, some 
makers have made an advance of 5 to 
10 per cent in prices on stove bolts. 
The competition in rivets is particular- 
ly severe, and some low prices are 
being made, structural rivets in ex- 
treme cases having sold as low as 
2.65 cents per lb. but this is not a 
general price by any means. As noted 
before, prices on nuts, bolts and rivets 
given below, are not minimum of the 
market in all cases. Discounts on nuts 
and bolts, and prices on rivets in large 
lots are as follows: 


Machine bolts, small, rolled threads, 
60, 10 and 10 per cent off list. Ma- 
chine bolts, all sizes, cut threads, 60 
and 10 per cent off list. Carriage 
bolts, % x 6 in.; Smaller and shorter. 
rolled threads, 60 and 10 per cent off 
list. Carriage bolts, cut threads, all 
sizes, 60 per cent off list. Lag bolts, 
65 and 10 per cent off list. Plow 
bolts, Nos. 1, 2 and 3 heads, 50 and 
10 per cent off list; other style 
heads, 50 per cent éxtra. Machine 
bolts, ¢c.p.c. and t. nuts, % x 4 in., 
50 and 10 per cent off list; larger 
and longer sizes, 50 and 10 per cent 
off list. Hot pressed square or hex, 
nuts, blank, 4.25c. off list. Hot 
pressed nuts, tapped, 4.25c. off list. 
C.p.c. and t. square or hex nuts, 
blank, 4c. off list; c.p.c. and t. square 
or hex nuts, tapped, 4c. off list. 
Semi-finished hex nuts: in. and 
smaller, U. S. S., 80 and 5 per cent 
off list; , in. and larger, U. S. S., 
75 and 5 per cent off list; small sizes. 
S. A. E., 80, 10 and 5 per cent off 
list: S. A. E., % in. and larger, 75, 
10 and 5 per cent off list. Stove bolts 
in packages, 75. 10 and 5 per cent off 
list. Stove bolts in bulk, 75, 10. 5 
and 2% per cent off list. Tire bolts, 
60 and 10 per cent off list. Bolt ends 
with hot pressed nuts, 60 and 5 per 
cent off list. Turnbuckles, . with 
ends, % in. and smaller, 55 and 5 
to 50 per cent off list. Turnbuckles, 
without ends, % in. and smaller, 70 
and 10 to 65 and 5 per cent off list 
Washers, 5c. to 5.25¢c. off list. Cap 
and set screws: Milled square and 
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is expected to 
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is that the expectations of the retail trade for brisk 
holiday business will be realized. The retail hardware 
trade here is buying staple goods with caution, believing 
that prices about the first of the year will be lower. 


For 


this reason, the reduction announced in prices of first 


very soon. 


hex, head cap screws, 70 per cent 
off list; milled set screws, 70 per cent 
off list; upset cap screws, 75 and 10 
per cent off list; upset set screws, 75 
and 10 per cent off fist; milled studs, 
50 and 10 per cent off list. Rivets: 
Large structural and ship _ rivets, 
base, per 100 Ib., $2.75 to $2.85; small 
rivets, 65 and 10 to 70 off list. 


COLD ROLLED STRIPS.—Prices re- 
main at 3 cents per lb. at mill, and it 
is said that this figure is holding quite 
firm. The demand is only fair. 





Can’t Keep House 
Without It 


“Harpware ACE,” 
“New York City. 
“Gentlemen :— 

“Send the Hardware Age and 
Buyers’ Guide. We cannot keep 
house without it. 

“Yours truly, 
“Will S. Thomas, 


“Iowa City, Lowa.” 


grade hatchets and hammers of about 12% 
and in second grades of 20 to 25 per cent was no surprise, 
dealers having been looking for this for some time. 
reduction is looked on as a forerunner of others to come 











GROUND SHAFTING.—A leading 
maker has reduced prices on ground 
shafting $5 per ton, and is now quot- 
ing at 3.40 cents per lb. at its works 
in carload lots, and 3.65 cents in less 
than carloads. This reduction is in 
sympathy with the recent reduction 
in prices of $5 per ton made in cold 
rolled steel bars and shafting, and 
given in the report in HARDWARE AGE 
of last week. The new demand for 
ground shafting is fairly active, but 
competition is very keen, and some 
Western makers are said to be slightly 
shading the lower prices. 


IRON AND STEEL BARS.—The new 
demand for both iron and steel bars 
is only for small lots to cover actual 
needs, but buyers say they are able 
to get very prompt shipments on such 
orders, thus showing that the bar mills 
have not very much work ahead. The 
recent reduction in prices on iron bars 
has not stimulated the demand as 
expected, and which remains very 
quiet, 

We quote soft steel bars, rolled 
from billets, at 2.40c. base; bars for 
cold-finishing of screw stock analy- 
sis, $3 per ton over base; reinforcing 
bars, rolled from billets, 2.40c. base; 
refined iron bars, 3.25¢e. base, in car- 
load lots or more, f.o.b. Pittsburgh 

SHEETS.—AlIl independent sheet mills 
and the American Sheet & Tin Plate 
Co. have increased wages of tonnage 
men in the sheet mills 1% per cent for 
November and December, the average 
price of sheets in September and Oc- 
tober having ‘been higher than in the 


per cent 


This 


Collections are reported to be slightly better. 


previous two months, and entitling the 
men to this advance. Wages of sheet 
mill hands are. now higher than at 
any time since the war. The demand 
for sheets is better, but some of the 
mills are badly in need of orders, and 
are shading prices to get them. Other 
mills in preference to cutting prices, 
are restricting output, believing this 
is the better course to pursue. The 
automobile builders are not buying 
sheets very heavily, having in mind 
the fact that some mills will cut prices, 
and think this may become more gen- 
eral in the near future. In carload 
lots, black sheets of No. 28 gage, 
are 3.85 cents at mill, and galvanized 
are 5 cents at mill for the same gage, 
but these prices are slightly shaded 
in some cases, 


STEEL PIPE.—The continued reduc- 
tions in prices on crude oil have 
thrown something of a damper in the 
pipe trade, the claim being that oil 
prices are now so low there is no 
incentive for new development work, 
and no profit for the oil producers. 
The new demand for large pipe used 
by the gas and oil interests has quieted 
down a good deal, and some companies 
that make large pipe, are reducing 
their output. The demand for butt 
weld pipe, used largely in building 
construction, is still quite active, and 
mills are pretty well sold ahead for six 
weeks to two months. Prices on both 
iron and steel pipe are reported as 
holding firm, and for small lots from 
stock are about as follows: 


Black Galv. 

. .$7.18 $ 9.31 

%.. 9.71 12.59 

%..11.60 15.05 

.15.61 20.25 

bo. .24.68 oo 

prices per 100 ft. f.0.b Pittsburgh 
TRACK SUPPLIES.—The demand for 
track supplies of various kinds from 
the railroads is quite active, and new 
inquiries are numerous, showing that 
the railroads have an active building 
program worked out for next year. A 
leading railroad has just placed an 
order for 5000 tons of tie plates with 
a mill in the Wheeling, W. Va., district. 


TIN PLATE.—This is one of the most 
active products on the entire finished 
steel list. The American Sheet & Tin 
Plate Co. which makes half or more of 
all the tin plate made in this country, 
is sold up on every pound it can turn 
out up to next July. Several of the 
larger independent tin plate mills are 
reported as sold up about as far ahead. 
so that operations of the mills for 
the first half of next year are bound 


Above 
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The prolific fruit and 
vegetable crops this year, simply 
flooded the mills with orders, and 
when this year has closed, it will have 
the distinction of having been the 
biggest year in output and sales of tin 
plate ever known. The price of tin 
plate in carloads and larger lots remains 
at $5.50 per base box at mill. Jobbers 
charge the usual advances for small 
lots from stock. 

WIRE PRODUCTS. 


to be heavy. 


Orders for wire 


HARDWARE AGE 


nails in small lots for prompt shipment 
are quite active, but there is dis- 
position on the part of the jobbing 
or retail trade to anticipate future 
needs. The wire mills are running 
fairly full, the object being to accumu- 
late large stocks to meet the expected 
heavy spring demand. It is a fact 
that prices are holding quite firm in 
spite of the quiet demand, being shaded 
only by a few of the smaller Western 
mills that give away part of their 


22 


November 22, 1923 


freight advantage in order to secure 
the business. 


Jobbers quote 
stocks as foliows: 

Wire nails, $3.40 to $3.50 base per 
keg; galvanized, 2-point cattle wire, 
$3.38 per spool; galvanized, 2-point 
hay wire, $3.63 per spool; galvanized, 
t-point cattle wire, $3.60 per spool; 
galvanized, 4-point hay wire, $3.90 
per spool; No. 9 annealed fence wire, 
$3.30 per 100 1lb.; No. 9 galvanized 
fence wire, $3.90 per 100 lb.; woven 
wire fencing, 63 per cent off list. All 
the above prices on spools are for 
80-rod. 


retail trade from 


Brisk Buying of Hand-to-Mouth Variety 


in Cincinnati— Holiday Interest Increasing 


(Cincinnati office 


but a lot of difficulty is being experienced in getting 
dealers to place orders for future requirements. 
However, on merchandise on which shortages have been 
the rule the past two or three years, lawn mowers, for in- 
stance, buying for the next year has been good. 
erally speaking, the hand-to-mouth buying policy is still 
being pursued, and will likely continue until after the first 
Some dealers expect to see lower 
prices develop shortly, and are going to hold off stocking 
up until the price situation develops a definite trend. 
There have been few price changes during the past 


of the year at least. 


AMMUNITION.—Competition for busi- 
ness has resulted in some price cutting 
in some districts. Sales, however, have 
been very good, and prices are now 
more stable than has been the case. 
ALARM CLOCKS. — Demand 
shipments slow; stocks light; 
very firm. 
AXES.—Orders 
prices steady. 
AUTOMOBILE ACCESSORIES.—Win- 
ter goods moving well, but buying gen- 
erally of hand to mouth character. 
Prices steady, only minor readjust- 
ments being made. 


We quote from Cincinnati 
stocks: 

Spark Plugs.—Champion X, 45c. 
each; in lots of 100, 48c. each. 
Weed, Rid-O-Skid and 
Chains.—25 per cent off; in 
12 sets, 33% off; in lots of 

40 off. 
Sootlights. — 


good; 
prices 
fair; 


goods; stocks 


jobbers’ 


Deluxe 
lots of 


50 sets, 


Delta, No. 20, $2.70 
each; in lots of 12, $2.60 each; Delta 
No. 24, $2.10 each; lots of 12, 92 
each; Delta No. 25, $2.70 each: in lots 
of 12, $2.60 each; New Delta Model 
No. 65, $4.25 each; in lots of 12, 
$3.90 each. 


BALE TIES. — Orders 
good; prices unchanged. 


BOLTS AND NUTS.—Unsteady prices, 
but no change made by jobbers; de- 
mand fairly good; stocks plentiful. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, small sizes, 50 
and 10 off: large sizes, 45 and 10 off; 
carriage bolts, small, 45 and 10 off; 
large, 40, 10 and 5 off; stove bolts, 
70 and 10 off; semi-finished nuts, *- 
in. and smaller, 75 off; larger sizes, 
65 off. 


BUILDERS’ HARDWARE.—Manufac- 
turers report tremendous demand; job- 
bers also report sales excellent; Stocks 
good; slight reductions, particularly in 
cast bronze goods, reported. 


fair; stocks 


of HARDWARE 


B tora continues brisk for immediate shipment, 


AGE) two weeks. 


But gen- 


CLIPPERS AND SHEARING MA- 
CHINES.—Sales fair, stocks good, and 
prices unchanged. 

We quote from Cincinnati jobbers’ 
stocks: Stewart No. clipping ma- 
chine, $12.75 list; one-man power 
shearing machine. $21 list: top plates 
No. 90 and No. 360, $1.25 each list; 
bottom plates, No. 99 and No. 361, 
$1.75 list. Dealers’ discount 3344 per 
cent. Stewart electric clipping ma- 
chine, pedestal type, $85 list; shear- 
ing machine, $90 list, f.o.b. factory 
Chicago, with 25 per cent discount to 
dealers. 


CUTLER Y.—Expected advance in 
pocket cutlery has not materialized. 
Sales good; stocks adequate. 

DRILLS.—Demand fair for carbon and 
high speed drills; prices 4s last quoted. 


We quote from Cincinnati jobbers’ 
stocks: Carbon drills, 60 and 10 off 
list. 





Gets Better with Every 
Copy 


“HARDWARE AGE, 
“New York City. 
“Gentlemen: 

“IT am pleased very much with 
the HARDWARE AGE and am glad 
to say it gets better and better in 
every copy. I don’t know how I 
could get along without it. I am 
glad to tell you it is much better 
than ever and wish you much 
success. 

“Enclosed find check for two 
years subscription. 

“Again wishing you much suc- 
cess, I remain, 

“Yours truly, 
L. B. Alexander, 


“Alexandria, Va.” 











A local jobber reports that he has made 
only four changes since Oct. 19, equally divided as to 
advances and declines. 
the features of the trade. 
in orders so far in November over the similar period 
last year. With the exception of September, the hardware 
trade registered advances each month over 1922, and the 
average increase is said to be about 28 per cent. 

Holiday goods are moving in a way that would indi- 
cate a record breaking season. 
moving well, the only fly in the ointment being the un- 
willingness of dealers to place future orders. 
are uniformly good. 


The stability of prices is one of 
Another is the large increase 


Seasonable goods are also 


Collections 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales good; prices _ steady; 
stocks fair. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$4.75 per 100 ft.; 28-gage, 3-in. cor- 
rugated conductor pipe, $5 per 100 
ft.; 3-in. corrugated conductor elbows, 
$1.75 per doz. 

ENTERPRISE GOODS.—New list put 
in by local jobbers; demand good. 


We quote from Cincinnati jobbers’ 
stocks: Meat cutters: No. 12, $5.00 
doz.; No. 10, 95.50; No. 22, $8.75; lard 
presses, No. 25, $10.50; No. 35, $12.50. 


ELECTRICAL MERCHAN DISE.— 
Holiday buying heavy; stocks good; 
prices steady. 


FILES.—Some improvement locally in 
demand; stocks good; prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Files, from 55 to 60-10 off. 


GALVANIZED WARE.—Sales | satis- 
factory; stocks in good shape; prices 
fairly steady. 


We quote from Cincinnati jobbers’ 
stocks: 

Galvanized Tubs.— No. 0, $5 
No. 1, $6.15 doz.; No. 2, $6.90 
No. 3, $8.45 doz. 

Galvanized Pails.—10 qt., $2.35 
12-qt., $2.55 doz.; 14-qt., $2.85 
16-qt., $3.40 doz. 

Garbage Cans.—Witt No. 1 with lid, 
$3.75 each; No. 2 with lid, $4.35 each; 
No. 3, $5 each; Witt pails, with lids, 
No. 7, $1.60 each; No. 8, $1.80 each; 

No. 9, $1.95 each. 

GLASS (WINDOW.)—Sales_ continue 
good; stocks adequate; prices show no 
change. 

We quote from Cincinnati jobbers’ 
stocks: Single and double strength 
A, first three brackets, 86 per cent 
discount; over first three brackets, 
84 per cent discount: double strengti 
A, 85 per cent discount; double 
strength B, 87 per cent discount. 


HANDLES.—Sharp advance in 
handles; demand fair; stocks in fair 
shape. 


doz.: 
doz.; 


doz. ; 
doz. : 


wood 
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Made for Repeat Sales 


There is more to this than it 
sounds. These products are 
made good in all grades and 
to a standard of excellence 
for any given job. That is why 











CKINNEY 


inges Butts 





make repeat sales and why 
they are good for you to 
sell. Builders who use these 
hinges and butts come back 
for more. Asarule,they 
come back soon. 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 


Western Office and Warehouse — Chicago 


Garage hardware, door hangers and track, door bolts and 
latches, shelf brackets, window and screen hardware, 
steel door mats and wrought specialties 
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We quote from Cincinnati jobbers’ 
stocks: Hay fork handles, 5% ft. 
straight, $3.35 doz.; 6 ft. straight, $4.35 
dos.; 7 ft. straight, $6.50 doz.; 5 ft 
bent, $3.35 doz.; 
doz.; 6 ft. bent, 
manure forks, 
handles, $6.00 doz.; D-spade handles, 
$5.85 doz. 

ICE SKATES.—Some interest for holi- 
day trade; stocks fair; prices steady. 

We quote from Cincinnati jobbers’ 
stocks: Common ice skates, 8c. pr.; 
nickel plated, $1.35 pr.; nickel plated, 
hardened runner, $2.10 pr.; hockey, 
$1.70 pr.; ladies’ skates, $1.13 pr. 


LANTERNS.—Sales have been good, 
and demand continues; prices un- 
changed; stocks ample for immediate 
requirements. 


We quote from Cincinnati jobbers’ 
stocks: Supreme, No. 210, A 
doz.; Supreme, No. 240, $12.75 
doz.; 130 Midget Vehicle lantern, red 
lens, iron clamp, enameled, B. E. 
lens, $17 doz.; 167 Supreme, $12.75 
doz.; 100 Supreme Electric, $15 doz.; 
Monarch, $8 doz.; Monarch, ruby 
glow, $10 doz.; D-Lite, $13 doz.; 
Little Wizard, $8.50 doz.; Blizzard, 
No. 2, $13 doz.; Blizzard, brass fount 
and top, $18 doz.; Buckeye Dash, $14 
doz.; Railroad, No. 89, $15 doz. 


LAWN MOWERS.—Spring orders 
good volume; prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Common lawn mower, 12-in., 
$5.75 each; 14-in., each; 16-in., 
$6.25 each: better grade, 12-in., $7.00; 
14-in., $7.25; 16-in., $7.50; cheap ball 
bearing, 14-in., $7.75; 16-in., 98; reg- 
ular ball bearing, 14-in., $9; 16-in., 

a .75; high-wheel 
14-in., $10.25; 16-in., $10.65; 
; high grade, ball bearing, 
16-in., $12.75; 18-in., 


$13.50; 20-in., $14.25. 


HARDWARE AGE 


LUNCH KITS AND BOTTLES.—De- 
mand has been heavy for lunch kits 
and bottles; sales have been exception- 
ally good; holiday orders very good; 
prices steady. 


NAILS.—Demand good, sales have been 
satisfactory; mill prices holding well; 
no change in jobbers’ quotations. 
We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $3.60 per 


keg, base; cement coated nails, $3.30 
per keg base. 


PAINTS AND OILS.—No change in 
prices of paints or oils; demand entire- 
ly satisfactory. 

We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.90 per gal.; linseed oil, 98c. per 
gal.; turpentine, 91.03 per gal., white 
and red lead, 14%c. per Ib. 

ROPE.—No price changes in this mar- 
ket; sales fairly good; stocks ample. 

We quote from Cincinnati jobbers’ 
stocks: Be ig grade Manila, 19c. 1b.; 
sisal, 1344c. lb. 

SASH CORD.—Prices have advanced 
slightly; demand good; stocks fair. 

We quote from Cincinnati jobbers’ 
stocks: Better grades, 80c._ Ib.; 
cheaper grades, 45c. lb. 

SCREWS.—Prices are unsettled; sales 
fair; stocks in good shape. 

We quote from Cincinnati jobbers’ 
stocks: Machine screws, 66% off; 
coach screws, 40, 10 and 5 off; cap 
and set screws, 70 off; wood screws, 
80 off. 

SHOVELS.—Some shading of prices 


reported; sales fair. 
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STOVE PIPE.—Orders good; stocks 


fair; prices strong. 


We quote from Cincinnati jobbers’ 
stocks: 29-gage, 6-in. knockdown, 
blued pipe, $14.50 per 100 joints; 28- 
gage, 6-in. $15.25 per 100 joints; 6-in. 
elbows, 29-gage, blued, $1.40 doz.; 
polished, $2.10 doz. 


TOYS.—Jobbers handling toys report 
heavy sales; wheel toys in big demand; 
prices very firm. 


WIRE CLOTH.—Some shading of 
prices reported on black painted, but 
opal and bronze steady. Orders fair; 
stocks good; some spring buying re- 
ported. , 


We quote from Cincinnati jobbers’ 
stocks: Black painted wire cloth, 12- 
mesh, $2.00 per 100 sq. ft.; opal, $2.65 
per 100 sq. ft. 


WHEELBARROWS. — Demand _ good; 
stocks getting better; prices holding 
well. 


We quote from Cincinnati jobbers’ 
stocks: Cheaper wheelbarrows, steel 
trays, $3.85 each; better grade, $5.10 
each; contractor's barrows, $5.40 
each; concrete barrows, $5.90 each. 


WEATHERSTRIP.—Sales good; stocks 
fair; prices firm. 
We quote from Cincinnati jobbers’ 
stocks: Wood edge, No. 0, and No. 
) - “se per 1000 ft.; No. 1 $20 per 
1000 ft.; No. 2, .00 per 10 6 ft.; No. 
7, $33. ‘sb per 1000 ft.; ; felt edge, No.’s 
60 and 61, a per 1000 ft.; 
WR per 1000 ft.; No. 62, ” $27. 
.; No. 65, $40.50 per 1000 ft.; 
all rubber, No. 9 WwW per 100 ft.; No. 
A = - per 100 ft.; No. 11, $3.50 per 


Stoves and Ranges Active in Twin Cities 


—City Trade More Active Than Rural 


(Minneapolis office of HARDWARE AGE) 


OBBERS report receiving a good volume of orders, 
but the individual orders are small and in nature 


of “fill ins.” 


S.—Sales considered 
prices as last 


ASH SIFTER 
good; stocks good; 
quoted. 

We jobbers’ stocks, 
Square wood sift- 
round metallic, 
$12 per doz. 


stocks 


quote from 
f.o.b. Twin Cities: 
ers, $3.75 per doz.; 
$4 per doz.; wood barrel, 
AXES.—Sales fairly active; 
good; prices steady. 
We quote from 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14; double bit, base 
weights, $19 per doz. 


BALE TIES.—Demand 


firm. 
We 


jobbers’ stocks, 


good; prices 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties, 65-10 per cent from list. 
BOLTS.—Sales of bolts about average 
for this season of the year. Individual 
orders small. Prices remain as last 
quoted. 
We 
f.0.b. 


quote from jobbers’ stocks, 
Twin Cities: Carriage bolts, 
all sizes, 40-10 per cent; machine 
bolts, all sizes, 50 per cent; stove 
bolts, 70 per cent; lag screws, 50-10 
per cent, 
° . 
BRADS.—Sales remain good; 
good; prices show no change. 


stocks 


A fairly substantial volume of orders 
for holiday goods is being received and a normal volume 
of business is expected by the retailers. 

Retail hardware dealers in the larger cities report busi- 
ness as fairly good, whereas in some of the smaller com- 


weather. 


quote from jobbers’ stocks, 
Twin Cities: Wire brads in 
70-19 per cent. 
BUILDERS’ HARDWARE.— Demand 
for builders’ hardware is holding up 
very well and judging from the amount 
of new building work under way is 
expected to be good in the Twin Cities 
up until the close of the year. 


COAL HODS.—Sales of good volume; 


stocks ample; prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 17-in. open jap- 
anned, $3.75; 18-in., $4.25; 17-in. fun- 
nel japanned, $4.80; 18-in., $5.25; 
17-in. onen galvanized, $5.30; 18-in., 
$5.80; 17-in. funnel galvanized, $6.65; 
18-in., $7.10 per doz. 

EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Good demand for this 
line. No further price changes since 
increase recently noted. 

We quote from jobbers’ 
f.o.b. Twin Cities: Eaves trough, 
lap joint, single bead, 5-in., $5.25 per 
100 ft.; 3-in., 28-gage conductor pipe, 
$5.40 per 100 ft.: 3-in. conductor 
elbows, $1.73 per doz. 


FILES.—Sales considered good; stocks 
ample; prices firm. 


We 
f.0.b. 
25-lb. boxes, 


stocks, 


munities sales are of small volume although there is 
every indication that they will improve. 

Demand for furnaces, stoves and ranges continues fairly 
active where special sales effort is put in. 

Radio equipment is showing a rapid improvement as 
radio fans spend more time inside during the colder 


Collections show a slight improvement. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade files, 
50-10 per cent: second grade files, 
60-10 per cent from standard lists. 


GALVANIZED WARE.—Sales_ con- 
tinue to show improvement, especially 
on garbage and ash cans. Prices re- 
main as for some time past. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized tubs, 
standard, No. 1, $6.85; No. 2, $7.75: 
No. 3, $8.95: heavy galvanized No. 1 
$12.00; No. 2, $13.25; No. 3, $14.05 per 
doz.; galvanized pails, 10-at., $2.55; 
12-at., $2.90; 14-qt., $3.20; 16- at. stock 
pails, $4.50; 18-qt., $5.20 per doz. 


GLASS AND PUTTY.—Very good re- 
tail demand; stocks goods; prices stiff. 


We quote from stocks, 
f.o.b. Twin Cities: strength 
glass, 82 per cent; double strengt! 
glass, 84 per cent; 50-Ib. drums of 
al $5 cwt.; 25-lb. drums, $5.2 
cwt 


HAMMERS AND HATCHETS.—De- 
mand continues fairly good; stocks 
good; prices unchanged. 


We quote from 
f.o.b. Twin Cities: 
mers, Maydole No 
doz.; Plumb, HFS1, 


jobbers’ 
Single 


jobbers’ stock: 
Carventers’ ham 
11%, $13.60 pe 
$13.25 per doz 
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Add to Your Profits 


Merely for the few short months of sum- 
meg—and then only on warm, pleasant days 
—can an old-fashioned open porch afford 
comfort and enjoyment to a family. At 
slight additional expense, 4iR-Way Multi- 
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With nes Sales Idea 


porch a delight all the year ’round. Wide 
open to the cooling breeze in summer—a 
cozy, sunshiny nook in winter—absolutely 
weather-tight on unpleasant, stormy days. 
It actually adds another room to the house 
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Your 

Copy 


New York 
Philadelphia 
Boston 
Cleveland 
Indianapolis 
St. Louis 
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Exclusive manufacturers of “Slidetite” 


fold Window Hardware will make the to equip an open porch with 


<AliRWAY Multifold Window Hardware 


AiR-Way equipped windows slide and fold inside, completely 
out of the way. They are easy to operate—no interference with 
screens or drapes, and are weather-tight and rattle-proof when 
closed. AdiR-Way Multifold windows may be only partially 
opened, for ventilation, at any point desired. 


AiR-Way provides the most perfect enclosure for sun rooms and 
sleepiftg porches. It also is ideal for bedrooms, living rooms, din- 
ing rooms and kitchens. Old-fashioned double-hung windows 
may easily be replaced with the 4tR-Way Multifold type. 

Write for catalog A-4 and full particulars of AiR-Way, and put this year 


‘round porch idea to work for you. If you know of anyone about to build or 
remodel in your vicinity we will send them our book, “Modern Hardware for 


Your Home,” in your interest. 
Chicago 
0. Minneapolis 
Omaha 


ichards-Wilcox Mf 





“A Hanger for any Door that Slides. 
AURORA, ILLINOIS,U.S.A. meng lier 
os ngeles 


RICHARDS-WILCOX CANADIAN CO., Ltd. Cin Dianne 


Winnipeg LONDON, ONT. Montreal 





-the original sliding-folding garage door hardware 
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cAll woods 


are alike to 


cMephisto 





Any ten-year-old boy can 
bore a hole in a_ lignum 
vite mallet or the end of a 
hickory pickhandle with a 
Mephisto Auger Bit without 
pushing. 

A Mephisto Auger Bit will pull 
itself into any kind of wood, 
hard or soft, end or cross grain. 
Can any other bit do the same? 
Try it! 


Prove this to your customer. 


Nhe Bit you dorit 


have to push” 


The W. A. Ives Mfg. Co. 
( Dept. WA Wallingford, Conn. 
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Riverside, No. 611%, $13.25 per doz 
Hatchets, Plumb broad, No. 2, $19.10 
per doz.; Plumb’s shingling, No. 2 
$15 per doz.; Plumb claw, No 
$16.25 per doz. 
LANTERNS.—Steady demand; stocks 
good; prices show no change. 
We 


jobbers’ stocks, 
Dietz lanterns, 
$13.50 per doz.; 


quote from 
f.o.b. Twin Cities: 
long or short globe, 
Kmbury lanterns, No. 210, $7.75 per 
doz.; No. 240, $12.75 per doz.; No 
130 Midget vehicle lanterns, $17 pe) 
doz. 


NAILS.—Sales of good volume for this 
time of year; some talk of small fac- 
tory decline, but not yet put in effect. 

We jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails. $4.10 per keg, base; cement 
coated nails, $3.60 per keg, base. 

OIL HEATERS.—Dealers pushing this 
line show a good volume of business; 
stocks fair; prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned polished 
steel, 3-qt., Capacity, $3.50° each, 
nickel polished 4-qt. capacity, 
$5.40 each. 

PYREX OVEN WARE.—Very good 
demand and showing a steady improve- 
ment, as usual at this season; prices 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Pyrex oven ware; 

101 casseroles, $1.33 each; No, 197 
casseroles, $1.17 each; No. 202 pie 
plates, 50c.; No. 210 pie plates, 67c.; 
No. 212 bread pans, 60c. No. 2% 
utility pans, 67c.; No. 12 teapots, 2 
cup, $1.67 each; No, 24, 4-cup, $2.00 


each; No. 36, 6-cup, $2.33 each. 


quote from 


steel, 


No. 


ROPE.—Demand slowing up somewhat; 
prices unchanged. 
We quote from 
f.o.b. Twin Cities: Best grades manila 
rope, 17% c¢. per Ib. base; best grades 
sisal rope, 1614c. per lb. base, 
SCREWS.—Demand fair; orders re- 
ceived by jobbers only for fill in of 
stocks; prices stationary. 
We quote 
f.o.b. Twin 
screws, 


jobbers’ stocks, 


jobbers’ stocks, 

Flat head bright 
cent: round head 
blued screws 6 per cent; flat head 
japanned, 67% per cent; flat head 
brass screws, 70 per cent; round head 
brass, 67%% per cent. 


SKATES.—If present weather condi- 
tions continue the skating season will 
be somewhat delayed this year. Dealers 
anticipate an active demand as soon as 
ice forms. Priees unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Men’s No. 1624 
skates, 80c. per pair; 162414, $1.15 per 
pair; 524%, $1.21 per pair. 
No. 562416, $1.06 per pair: Nestor 
Johnson hockey, plain, $7.50 per 
pair; nickel plated, $8.50 per pair. 


SNOW SHOVELS AND SIDEWALK 

SCRAPERS.—No retail demand; stocks 

good. 
We 


from 
Cities: 
75-5 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: Good grade scrap- 
ers, $4.75 per doz.: straight handle 
wood, $4.85; straight handle steel 
blade, $5.25: galvanized steel blade D 
handle, $12 per doz. 
STEEL TRAPS.—Some retail demand 
now getting under way and steady im- 
provement expected. Prices show no 
change. 
We jobbers’ stocks, 
Twin Cities: Victor No. 0, 
No. 1, $2: No. 114, $3.05; No. 
7: Newhouse Oneida Jump, No. 
No: $2.38; No. 114, $3.48 


quote from 


doz. 
STOVE GOODS.—Sales of stove goods 
continue of good volume although not 


per 


Reading matter continued on page 


Ladies @ 


November 22, 1923 


so heavy as a few weeks ago; jobbers’ 
stocks fair; prices show no change. 
We quote from 
f.o.b. Twin Cities: 
Crystallized, 28 x 
30, $18.70; 36 x 36, $23.65; stove pipe, 
uniform blued, 28-gage, 6-in., knock 
down, $14.60 per 100 joints; common 
ji-in., corrugated elbows, $1.35 pe 
doz.; 6-in., adjustable charcoal iron 
elbows, $1.95 per doz.; dampers, cas! 
iron, wood or coil handles, $1.40 per 
AozZ.? stove shovels, 1414-in., jap 
aned, 60c. per doz.; 21%-in. Jumbo 
japanned, $1.55 per doz.; Jumbo, Jr., 
90c, per doz. 
TACKS.—Sales _ satisfactory; 
ample; prices firm. 
We quote from 
f.o.b, Twin Cities: 
82e.; S-oz. tinned 
blued carpet, 82c¢.; 
pointed, 38c. 
WIRE.—Sales fairly good; demand did 
not reach expectations for this season, 
principally because of conditions in 
the farming communities; prices un- 
changed. 
We 
f.o.b. 


jobbers’ stocks, 
Stove boards, 
28, $16.15; 30 x 


stocks 


jobbers’ stocks, 
8-oz. American cul 
carpet, 96¢c.; 8-0z 
No. 11 doubk 


stocks, 
wire 
$3.70; 
hog 
wire, 
No. 9, 
an- 


jobbers’ 
Barbed 
spools, 


from 
Cities: 
painted cattle, s0-rod 
galvanized cattle, $3.97; painted 
wire, $3.96: galvanized hog 
$4.25: smooth black annealed 
$4 per cwt.;: smooth galvanized 
nealed, $4.45 per ewt. 
WRENCHES.—While not so active as 
a few weeks ago there still remains a 
good steady demand for wrenches; 
stocks in somewhat beter shape; prices 
steady. 

We quote from jobbers’ 
f.o.b Twin Cities: Agricultural 
wrenches, 60 per cent; Coes wrenches 
{0-10 per cent; engineer’s wgenches 

25 per cent; knife handle wrenches, 
$0-10: Stillson,. 60-10; Trimo, 60-74. 
Snap-on wrenches in sets, Master 
Service No. 101, $15.25: No. 202, $8 
No. 404, $7; No. 505B, $3.40; 
per cent, f.o.b. Milwaukee. 


quote 
Twin 


stocks 


less 46 


New Blow Torch Has Remov- 
able Check Valve 


A new blow torch with a removable 
check valve has recently been de- 
veloped by Cavanagh Bros., 39 Warren 
Street, New York City. In the new 
model the check valve may be removed 
at any time for any reason without 
removing any part of the pump or tak- 
ing the gasoline out of the torch with 
no danger from fire. The needle or 


shut off valve has a wide seat with 
corresponding seat in the burner. 
The construction of the valve is such 
that the opening is automatically 
cleaned every time the needle is closed. 
making the torch always ready for 
use. The torch burns any commercial 
gasoline with steady blue flame. It 
is strongly and simply made, its dis- 
tinctive features being calculated t 
appeal to all blow torch users. 
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Machine Screws 
Stove Bolts 
Tire bolts 
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American Screw Co. 


PROVIDENCE , mF 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, ILL, 
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Introducing the 


“BANGOR” 


Leather-Covered 
Steel Tape 


Made by the manufacturers 
of the well - known “ONE 
MAN” tapes. An improved 
leather-covered steel tape, with 
the cover permanently attached 
to the steel case by our new 
patented process. (See cut 
showing construction. ) 


No stitches to come out. 
Highest grade “Galloway” used 
for covers; nickel-plated drum 
and trimmings. 


This new tape has all the ad- 
vantages of the old - style 
leather-covered cases, and, be- 
sides our special method of at- 
taching the leather, it has ‘our 
improved drum and knock-out. 
Like all Crogan tapes, the ac- 
curacy is guaranteed, 


Retail Selling Prices: 
25 ft., $3.50 
50 ft., $4.50 
75 ft., $5.50 


Liberal discounts to the trade. 
Buy of your jobber or order from 
the factory 


CROGAN 


Manvfacturing Co. 
BANGOR, MAINE 
Makers of ‘the ONE-MAN Tape 
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Barnes Brightens the 
Corner Where He Is 


Memphis, Tenn., Firm Increases Business 
as Result of Proper Store Lighting 


ANY hardware dealers said 
M. they enjoyed the article 

which appeared in HArRD- 
WARE AGE, issue of Aug. 23, entitled 
“Finding Electrical Dollars in the 
Coal Bin.” This story told of the 
large sales in electrical fixtures 
being made by the Wm. E. Barnes, 
Inc., hardware’ store, Memphis, 
Tenn., and how it had converted the 
coal bin into a wonderful display 
room. 

Mr. Barnes has received several 
inquiries from interested readers 
and he brings to our attention the 
advisability of good store lighting 
as a means of increasing sales as 
well as of cutting down expenses. 
Mr. Barnes says, “As our firm 
started in the electrical field only 
such a short time ago, we had to 
be constantly on the alert for every 
available selling idea and were eager 
at all times to get all the informa- 
tion within our grasp.” 

Out of the many suggestions and 
theories advanced Mr. Barnes was 
impressed with the statement made 
by an expert of one of the large 
lamp works to the effect that good 
lighting increased sales. The com- 
pany put this statement to the test 
in its own store and installed an 
up-to-date lighting system, Mr. 
Barnes said a short time ago, “It 
hardly seemed possible that the help 
given by efficient lighting could have 
been as great as it has proved in 
our case. It was surprising to see 
the effect on sales in the rear of the 
store as the result of the installa- 
tion of a few inexpensive lighting 
units from our own electrical stock. 
The peculiar part of the situation 
was the fact that our monthly light 
bill was actually cut down. We had 
been burning more wattage with 
less results.” 


Proper Lighting Stressed 


This firm has worked up an ex- 
cellent outside business on its elec- 
trical fixtures and has impressed the 
idea of proper lighting upon its 
customers. The result is that many 


fixtures have gone into other mer- 
chants’ stores and have helped in- 
crease their business. The installa- 
tions were within their easy reach. 

Mr. Barnes had an experience him- 
self that made him appreciate why 
many dealers hesitated to make im- 
provements in the lighting arrange- 
ment. Several years ago his firm 
needed some new fixtures in the 
store. As this was before an elec- 
trical department had been installed, 
local dealers were asked for prices. 
They all seemed to quote the same 
price, which was $20 per fixture, 
with the result that the Barnes com- 
pany put in less than it really need- 
ed. The inexpensive fixture which 
the firm installed from their own 
department later is the one it -is 
selling in large numbers at approxi- 
mately $6 each. The unit in ques- 
tion serves a double duty, as it 
diffuses light to a considerable dis- 
tance yet does not detract the cus- 
tomers’ attention from the mer- 
chandise on display. 


Modern Fixtures Needed 


Mr. Barnes says, “Every time a 
battery of these fixtures is installed 
we feel that another merchant has 
received a real selling help in ad- 
dition to improving the appearan:e 
of his store with good fixtures.” 

Hardware dealers could profit by 
Mr. Barnes’ experience. Many of 
the hardware stores need modern 
fixtures and they are not alone in 
this respect because the other kinds 
of stores are in the same fix. In- 
stall modern fixtures in your own 
store and then sell the same kind of 
fixtures to the other merchants in 
your town. It is no trick to install 
them, and this is the time of year 
when it will be comparatively easy 
to close the sale. It will be profit 
able to .both you and the other 
merchants, will improve the appear- 
ance of the stores, will increase sales 
and cut down light bills. Don’t for- 
get that a white or light colored 
ceiling brightens an interior either 
in daylight or under artificial illumi- 
nation. 


Reading matter continued on page 88 
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Repeat Business Without Effort 


comes to hardware jobbers and dealers who handle 


~ COLUMBIAN 222%? ROPE 
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The Superior quality of Columbian Guaranteed Cordage brings customers back 
for more of the kind that has given them such satisfactory service. 


The tangible guarantee that is literally a part of Columbian Rope, makes it the 
fastest selling Rope on the market. This guarantee is in the form of a tightly 
twisted marker contained within one strand. It is continuous throughout the length 
of the Rope, and when untwisted, distinctly shows the significant words “Guaran- 
teed Rope, made by Columbian Rope Co., Auburn, N. Y.” 


Ni So 


Teach your trade the real value of this broadest of all Cordage Guarantees. 
Write us for Catalogue of Columbian Tape-Marked Pure Manila Rope and Com- 
mercial Twines. There’s no obligation. 

[LOCATE ATEN 


By Invitation Member 


Tie, 
— 


Columbian Rope Company 


352-80 Genesee Street 
Auburn, “‘The Cordage City,”’ N. Y. 


Ses 


mes 


Branches: New York Chicago Boston Houston 
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The Sellingest 
Toys Ever Made 


Andy Gump, Yellow 
Cab, and the whole array 
of Arcade Cast Iron Toys 
are proving the toy sen- 
sation of years. They’re 
sure-fire hits with every’ 
kid. 

And they’re being ad- 
vertised all over the na- 
tion in The Saturday 
Evening Post, Ladies’ 
Home Journal and Child 
Life. Men, women and 
children in your commu- 
nity are reading about 
these toys. They'll be 
looking for them in your 
store. Put Andy and his 
mates in the window. 


Watch them catch 
the crowds 


Every sale means real 
profit, too. No springs or 
clock-work in these stur- 
dy toys, for clerks and cus- 
tomers to break. No need 
for replacements. The 
profit is real, and stays 
with you. 

Write us today for our 
catalog No. 34-C, giving . 
complete descriptions of 
all the Arcade Cast Iron 
Toys, and other fast sell- 
ing Arcade Products. 


Arcade Manufacturing Company 
Freeport, Ill. 


ARCADE 
TOYS 
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Washington News 


(Continued from page 67) 


phone and leased wires. Estimated re- 
duction in taxation, $30,000,000. 

8. Repeal the tax on admissions. Es- 
timated reduction in taxation, $70,000,- 
000. 

The soundness of this project be- 
comes more apparent the more care- 
fully it is examined. It is marked by 
two outstanding features: First, the 
lightening of the burdens of the man 
of modest income; and, second, the in- 
ducements offered to men of wealth 
to dispose of their tax-exempt. securi- 
ties and invest in the productive in- 
dustrial enterprises which constitute the 
backbone of the country. 


Reduction in Tax on Earned Incomes 


The fairness of taxing more lightly 
income from wages, salaries and pro- 
fessional services than that derived from 
investments, or even from business, will 
hardly be questioned. In the first case 
the income is uncertain and limited 
in duration; sickness or death de- 
stroys it and old age diminishes it. 

Income from investments and fre- 
quently from business continues with- 
out regard to sickness or death. The 
source from which it is derived may 
be disposed of during a man’s life, and 
it descends to his heirs. 

A 25 per cent discrimination in favor 
of earned incomes would seem to be 
altogether reasonable. It certainly can- 
not be assailed as reflecting a spirit 
of antagonism to invested wealth. 

The proposed reduction in the tax on 
earned incomes in the nature of things 
relieves the possessor of the modest 
income rather than the owner of large 
amounts of stocks and bonds frequently 
inherited. There are few earned in- 
comes in the $100,000 class, but there 
were 6,662,176 of all classes, according 
to the returns of 1921. 


Reduction of Normal Tax 


But Secretary Mellon’s concern for 
the man of small income does not stop 
with the proposed reduction in the tax 
on earned income. He strongly rec- 
omments that the 4 per cent normal tax 
on incomes of from $2,000 to $6,000 be 
reduced to 3 per cent, and that the 8 
per cent normal tax on larger incomes 
be cut to 6 per cent. 

These reductions affect all personal 
incomes including the profits on busi- 
ness conducted by individuals which 
is not operated under the form of 
partnership or corporation. Obviously 
this reduction will be of chief benefit 
to those whose incomes are included in 
the lower brackets. 

It will be noted that the reduction 
in the normal tax will affect cumu- 
latively all earned incomes for which 
it is proposed to make a discriminatory 
25 per cent reduction. Thus the tax 
on income from wages, salaries and 
professional services too small to incur 
a surtax will be cut in half by the 
combined effect of these two recom- 
mendations. 
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These are the two big revenue cuts 
in the project, totaling as they do 
$189,000,000, or all but $33,800,000 
of the proposed net tax reduction. 


Reduction of Surtaxes 


While argument in favor of reduc- 
ing the maximum surtax from 50 to 25 
per cent was hardly necessary in view 
of the showing Secretary Mellon and 
other financiers have heretofore made, 
nevertheless the Secretary has thought 
it wise to drive home a few salient 
facts concerning the proposed read- 
justment. Pointing out that the 
change recommended is in no sense a 
partisan measure, having been recom- 
mended by every Secretary of the 
Treasury since the end of the war, he 
adds: 

“The present system is a failure. 
It was an emergency measure, adopted 
under the pressure of war necessity 
and not to be counted upon as a per- 
manent part of our revenue structure. 

“For a short period the surtaxes 
yielded much revenue, but their pro- 
ductivity has been constantly shrinking 
and the Treasury’s experience shows 
that the high rates now in effect are 
progressively becoming less productive 
of revenue. The high rates put pres- 
sure on taxpayers to reduce their tax- 
able income, tend to destroy individual 
initiative and enterprise, and serfously 
impede the development of productive 
business. 


Cannot Afford Industrial Investments 


“Taxpayers subject to the higher 
rates can not afford. for example. to 
invest in American railroads or indus- 
tries or embark upon new enterprises 
in the face of taxes that will take 
50 per cent or more of any return that 
may be realized. These taxpayers are 
withdrawing their capital from produc- 
tive business and investing it instead 
in tax-exempt securities and adopting 
other lawful methods of avoiding the 
realization of taxable income. 

“The result is to stop business 
transactions that would normally go 
through, and to discourage men of 
wealth from taking the risks which 
are incidental to the development of 
new business. Ways will always be 
found to avoid taxes so destructive in 
their nature, and the only way to 
save the situation is to put the taxes 
on a reasonable basis that will permit 
business to go on and industry to 
develop. 

“This, I believe, the readjustment 
herein recommended will accomplish, 
and it will not only produce larger 
revenues but at the same time establish 
industry and trade on a healthier hasis 
throughout the country. The alter- 
native is a gradual breakdown in the 
svstem. and a perversion of industry 
that stifles our progress as a nation.” 


Limiting Deductions for Capital Losses 


The present revenye law limits the 
tax on capital pete, 12% per cent 
but puts no limit on the losses which 
may be claimed by a taxpayer as an 
offset to income. Thus if a taxpayer 


Reading matter continued on page 90 
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Better Lawn Mowers 
Will Bring You 


Profits 


Lawn mowers running easily in Hyatt roller bearings 
are Better Lawn Mowers because they cut evenly, 
require infrequent lubrication and are durable. 


Better Lawn Mowers will increase your profits 
because the satisfaction they give leads to ever 
increasing sales. 


The Coldwell Lawn Mower Company’s sales of 
Hyatt bearing Imperial mowers last season were 
more than double the sales of this mower before 
the Hyatt application. 


Increased satisfaction to your customers and in- 
creased sales mean one thing to you—more profits. 
Why not put in a line of Hyatt bearing mowers 


next season P 


Complete information relative to the advantages of 
Hyatt bearing lawn mowers will be sent on request. 


Hyatt Roller Bearing Company 


Newark Detroit Chicago San Francisco anaenenet 


Worcester Milwaukee Huntington Minneapolis 
Philadelphia Cleveland Pittsburgh 
Buffalo Indianapolis 
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The Ace Knife Sharpener 
can be screwed down any- 
where in the _ kitchen, 
where a short, stroking 
motion can be freely 
made through the discs. 
It is never in the way, no 
matter how prominent a 
place it occupies, due to 
its size and compact con- 
struction. It cannot be 
lost or misplaced because 
it is serewed down. 


Serviceable, efficient, and 
always handy. Remem- 
ber the Ace is THE na- 
tionally advertised disc 
sharpener. 


ACE HARDWARE 
MFG. CORP. 


PHILADELPHIA 


San Francisco 





Chicago 


> 
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sells for $10,000 securities which he 
purchased for $5,000, instead of being 
taxed on the entire profit the tax is 
upon but 12% per cent of his net gain, 
while if his investment proves worth- 
less he is entitled to take an offset 
against his income of the full $5,000 
invested. Under the Mellon plan the 
gain or loss would be limited to 12% 
per cent. 


Limit on Deductions from Gross 
Income 


Secretary Mellon has introduced an 
ingenious method for reaching, to 
some small extent at least, tax-exempt 
incomes. His fifth recommendation 
proposes that there shall be no deduc- 
tion from gross income on account of 
interest paid during the year or for 
capital losses unless the sum of these 
two items exceeds the tax-exempt in- 
come of the taxpayer. 

In other words, a taxpayer enjoying 
a tax-exempt income of say $5,000 
derived from municipal securities 
would be entitled to no offset from his 
taxable income for losses suffered 
through bad investments or for inter- 
est paid on personal loans unless such 
loss exceeded $5,000. 

This provision of the Mellon plan 
is likely to be attacked in the courts 
on the ground of unconstitutionality. 
It is clearly a discrimination against 
a taxpayer, otherwise entitled to 
credits on his taxable income, because 
of the fact that he is a holder of tax- 
exempt securities. 

Its practical operation is to impose 
upon the holder of tax-free municipal 
bonds, for example, a tax on the 
amount of interest paid on loans or 
cavital losses which he would not have 
to bear if his income were derived sole- 
ly from taxable sources. 

The plan is unquestionably an in- 
genious one to reach the holder of 
tax-exempt securities, but Congress 
will no doubt give considerable thought 
to the possibilities of this proposition 
before incorporating it in any tax 
revision project. 


Taxes on Telegrams, Telephones, 
Admissions, Etc. : 


Secretary Mellon condemns the tax 
on telegrams, telephones, and leased 
wires, the last of the transportation 
taxes established during the war, as 
“a source of inconvenience to every 
person using the telephone or tele- 
graph, and should now be eliminated 
from the tax system.” - He strongly 
recommended the repeal of these 
imposts. 

Concerning the tax on admissions 
Mr. Mellon points out that the greater 
part of this revenue is derived from 
the neighborhood moving picture thea- 
ters, The tax is therefore paid by the 
great bulk of the people whose chief 
source of recreation is attending the 
movies in the neighborhood of their 
homes. 

The Secretary makes a strong plea 
for the elimination of various small 
miscellaneous taxes Which have an in- 
considerable bearing on the internal 
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revenue of the Government but which 
are a source of great inconvenience 
and are difficult to collect. In this 
connection he refers to articles of so- 
called jewelry which according to our 
standard of living cannot possibly be 
denominated luxuries, such as, for in- 
stance, ordinary table silver or 
watches. 

The Secretary does not recommend 
the repeal of the entire jewelry tax 
as the margin of revenue is not suffi- 
ciently large to permit this reduction. 
He believes, however, that the law 
can be revised to good advantage and 
in the interest of the consumer of 
small means. 


Would Create Impartial Board of 
Appeals 


Taxpayers at large will strongly 
approve Secretary Mellon’s  recom- 
mendations for the establishment of a 
Board of Tax Appeals in the Treasury, 
independent of the Bureau of Internal 
Revenue, to hear and determine cases 
involving the assessment of internal 
revenue taxes. This is a much-needed 
reform. 

Under existing conditions a Board 
of Appeals is maintained in the 
Internal Revenue Bureau composed of 
officials who may ‘have occupied other 
positions in the bureau and who may 
be the authors of regulations from 
the operation of which taxpayers fre- 
quently find it necessary to appeal. 
Secretary Mellon takes the sound posi- 
tion that such a tribunal should be 
absolutely independent of the Internal 
Revenue Bureau in order that it may 
impartially decide all questions at 
issue between the Government and the 
taxpayer. 


New Combination Sled and 
Coaster Put on the Market 


The Chicago Rolled Skate Co., 4458 
West Lake Street, Chicago, IIl., has just 
announced a new number, known as 
the “Steer” Sled. Several new fea- 
tures are claimed for the sled, because 
it can be used both for summer and 
winter sports. The illustration shows 
the sled as it is being marketed under 
the “Real Steer” brand. It is made 
into a summer item by the addition of 
rubber tired casters, which bolt on 
the bottom of each runner. Some of the 
features of the new sled are the spe- 
cial grooved runners on each bob that 
grip the snow and ice, which is claimed 
will enable the sled to make a positive 
turn, and all four bobs steer and are 


controlled by the steering bar in front. 


The finish natural wood, varnished 
and decorated with a multi-color trans- 
fer of a youngster on a bucking steer. 
The metal parts are bright red and 
construction is heavy enough to war- 
rant hard usage. 





